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Carelul cultivation Constant 


Ixssure perfect quality the vear ‘round 


NATIONAL FEDERATION 
OF COFFEE GROWERS OF COLOMBIA 


Member of Pan American Coffee Bureau 
120 WALL STREET * NEW YORK 5, N. Y, 


Hf bi COLOMBI LAND OF COFFEE 


cump RAY - NOX roaster 


In test after test, experienced cottee men have picked roasts trom 
Gump Ray-Nox Roasters for superior cupping qualities 

Each bean in the roast shows a full and uniform development 
from center to outer surface. There is no smoking.” In'the Ray 
Nox Roaster, the heated gases are not recirculated, so the roast 
cannot be contaminated by objectionable roasting by-products 
And, even the first roast of the day has no metallic taste, since 
roasting cylinder and flights are stainless steel 

The advanced engineering of the modern Ray-Nox has another 
advantage Users report savings in operating Costs, maintenance 
time, and repairs, One user, after giving their first Ray-Nox a 
thorough trial, replaced all their roasting equipment with Gump 
Ray-Nox Roasters 

To ga.n these big, new advantages in your roasting department, 
write for full details on the Gump Ray-Nox Roaster. No obliga 


tion, of course 


Side view of the 
Ray - Nox Roaster, 
with one section of 
roaster housing low 
ered Both lower 
and upper sections 
of the housing are 
quickly and easily 
removed, for ready 
iccess to the stain 


less steel cylinder 


Patents 
Pending 


GUMP 13125. cicero Chicago 50, Illinois 


Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN ‘“‘AUTO-CHECK’’ NET WEIGHERS + BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
DRAVER COFFEE BLENDING SYSTEMS + ELEVATORS AND CONVEYORS + EDTBAUER-DUPLEX NET WEIGHERS 
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NOW: wll ETHAN EVER ISTHE TIME TO 

ut! 

SAVE 


WITH 


PORTUGUESE 
WEST AFRICANS 


CABO VERDE+S.TOME+TIMOR 
THEY ARE SWEETAND THEY WILL 


BRING DOWN THE COST OF YOUR 


=y 
4 


HEAD OFFICE * RUA AUGUSTA-27-L/SBON 


PORTUGAL 


% 
| 
IS 
NEE 
JUNTA ce EXPORTACAO do CAFE 


Selling Coffee 


Coffee publicity that stresses price on a competitive 
basis is a doubtful approach to promote consumer demand, 
Few, if any, competitive beverages feature price. ‘To the con- 


trary, they stress satisfaction, well being, ete. 


More coffee will be sold if the joys of drinking coffee 
are emphasized backed up with consistent good average 
quality plus the guidance of consumers as to correct: brew- 


ing methods. 


"Coffee Costs so Little —and Gives so Much" 


RUFFNER, McDOWELL & BURCH, INC. 


COFFEE BROKERS AND AGENTS 


SAN FRANCISCO — CHICAGO - NEW ORLEANS - NEW YORK 


pays to trade the Ruffner Woy” 
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ROBUSTA COFFEE 


from 
Coast 


(FRENCH WEST AFRICA) 


( 
FRENCH WEST AFRICA \ 
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Source of the I ncreasingly Popular 
Neutral ‘Type for Blending 


CHAMBER OF COMMERCE 


POST BOX 1399, ABIDJAN, IVORY COAST, FRENCH WEST AFRICA 


UNITED STATES REPRESENTATIVE FRENCH OVERSEAS TERRITORIES DIVISION 
COMMERCIAL COUNSELOR TO THE FRENCH EMBASSY, 610 FIFTH AVE., N. Y. 20, N. Y., Cl 5-7974 
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Arkell and Smiths maintain a large staff of 


packaging specialists who build the *impact 


quotient into coffee bag design... the touch that 


makes the difference between a sale and a stalemate 


at checkout counters —where only packages 


with buy appeal survive tough competition, 


The creative design and the sparkling printing 


qualities of colorful Arkell and Smiths coffee 


bags provide that “Sunday look’ for many of 


today’s leading coffee roasters — packages boli 


in scope and with proven selling impact in 


food stores everyw here. 


If your product is in a selling slump, investigate 


the possibilities of a vigorous, new, « risp 


package created by Arkell and Smiths 


packaging men who know the coffee market 


and how to generate more sales. 


ARKELL'SMITHS 


EXECUTIVE OFFICES: 500 FIFTH AVE, NEW YORK 36 


Manufacturing Plants at 


Canajohorie, Wellsburg, West Virginia 
Mobile, Alaburma ¢ Hudson Falls, 


The Oldest; Name in Bags 


ons we! 


ROYAL 


‘COFFEE 


COM mF EE BAGS 
£55 
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as it looks 


LANMOFOIL BAGS 


A gleaming Lamofoil package is like a beacon on the retajl 
shelf. It catches the customer's eye, says your coffee is “fresh”— 
fresh as the instant it was roasted. No wonder so many coffee 
roasters are investigating this new way to package coffee! 

Lamofoil bags have been called “flexible cans”. They're 
reverse printed acetate laminated to foil, and their special 
construction protects coffee from flavor-stealing oxygen. A steel 
tie makes it easy to pack and close the bag—permits reclosing 
each time the coffee is used. 

To perk up sales, let Shellmar-Betner create a Lamofoil 
coffee bag for you. Call us soon. 


we also convert and print 


FLAVO-TAINER 
COFFEE BAGS 


FOIL PAPER 
LAMINATION 


CONTINENTAL E CAN COMPANY 


SHELLMAR- BETNER DIVISION 


QUALITY PRINTERS AND CONVERTERS OF FLEXIBLE PACKAGING MATERIALS 
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Vontinental’s new 
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“ 


YOURS for the asking 


The booklets listed below contain spectal- 
1zed, detailed information on various sub 
sects This literature 1s yours jor the 


asking. Merely fill out the coupon and mail } \ 


l NEW COVFER KOASTER } N D T I 
An illustrated folder describes a new : U S 
coffee roaster, B. F. Gump Co.'s Ray-Nox 7 7 


The folder tells about the method of roast 
ing used in the Ray-Nox Roaster, and 
other features of operation and construction, 
including recording thermometers and con- 
trols. B. F. Gump Co., 1325 S. Cicero 
Avenue, Chicago 50, Il 
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2 AUTOMATIC BAGGER 1956 Tea Convention Other articles 
This illustrated folder describes a flat bag 

filling and sealing machine which is fully Vinnicombe: U.S. tea now Eliminating the back-order problem 57 

automatic The filling and sealing are — and in the future 9 How Manhattan Coffee ended 

both done by the single machine. Glue or : F : a common packer headache 

heat sealing can be used, or a combination O'Rourke: Business sessions nM Flavor in instant coffee 59 

f both. It is suggested especially for pack Delano: Social program 1] Another in Dr. Heyman's series 

iging coffee for glass coffee-makers, Ulbeco, on solubles ‘round the world 

Inc., 484 State Highway #17, Paramus Zeisel: Shaping tea’s market 13 : ; 

N. J “Coffee Week" builds sales 61 
Compton: Tea brewing 15 Canada puts on a powerful 


store promotion for coffee 


Malone: 120,000,000 sales 17 
Manufacturing coffee and tea 
3 MODERN PILLING MACHINES Peterson: Tea merchandising 19 for automatic merchandising 63 
This illustrated, four-page folder de Packaging for the “mass” gourmet 83 
scribes various kinds of filling machines Johnson: Tea in the food store 21 McCormick's new spice oi? 
developed for today’s packaging require Margolies: Tea packing 23 for a new and growing field 
ments. Among the machines are universal PDA and flavors 85 
fillers, automatic augar feeds, automatic de- MacMelville: The U.S. tea broker 25 How Food and Drug regulations 
& Kreg 
plex units, automatic tight wrappers and have worked with flavor field 
others. Stokes and Smith Co, 4900 Sum Manning: Tea in the Western States 2 
merdale *hilade a 2 ’ 
dale Ave., Philadelphia 24 Langton: Canada’s changing market . 29 Departments 
Kasper: Ships, teas and trends $1 
Premiums 51 
4 SAMPLE TESTING India: Tea in the new era 33 Editorials 55 
Sample testing equipment for coffee and Ceylon: Basic problems 34 [rade Roast—cartoon 59 
tea companies 1s described in a four-page De ; 69 
illustrated folder. Covered are sample roast- Kenya: Tea today and tomorrow $5 eid = 
ers, testing tables, grinders, sieves, kettle : : . Crops and countries 70 
vutfits, illus Pakistan: Status, perspectives Ship sailings 73 
trations 1s that of a typical coffee testing apan: New export patterns 40 , 4 
room, Jabez Burns & Sons, Inc., Lith Ave Jay pore 5 Coffee outlook, movements 9 
nue at 43rd St., New York 36, N. Y Premiums: Tea packer trends 50 News from key cities 88-91 


Bernard Sachs: Advert ng Manaaqer, Ber 


F. Simmons: Editor 


Publi 
5 COFFEE Kingoff; Business Manager, Redmond: Circulation Manager, E. Patter 


sher, 


“Coffee” is the title of a new 58-page 
Looklet. It has a brief history of coffee, Representatives: New Orleans WV. McKer 42 naine S California M k A 
discusses kinds and sources, has charts on Hall, 1215 Shattuck Ave., Berkeley, Calif.; Chicago Harry T. Lane, 141 W b 
world production and consumption, com Mexico City Douglas Grahame, Apartado 269: Rio de Janeiro A f 
ments on the increasing impact of solubles, Rua Quitendo 191; Santos 
studies in detail each of the important de ; 
mand and supply factors, and explains what 4.50, 

anada; $5.00, Foreign. 
planters, dealers and roasters should know 
about futures trading, with actual examples Published mon thly. vopyright | 156 by The Spice Mill Publishing ¢ 

Merrill Lynch, Pierce, Fenner & Beane, 70 106 Water Street, New York 5, N. Y., WHitehall 4.8733 


Pine St.. New York City 
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TeaMake 


wn WAY... 
Will Soon Be Here 


A new era in restaurant tea making is 
about to dawn. 

The new automatic FMC TeaMaker is on 
its way. 

What will this new machine mean to the 
tea industry? 

Field tests have already provided some of 
the answers: 

The new automatic TeaMaker will make it 
possible for the restaurant to serve a cup 
of uniformly high quality tea every time. 


Tea will become an even greater profit 
producer. Field tests with prototype models 
have shown that tea brewed in the new 
FMC TeaMaker produces more profit than 
any other item served in the restaurant. 


Automation 
{or hitches 


3 COFFEE & TEA INDUSTRIES and The Flavor 


P. O. Box 1120 
San Jose 8, California 


Tea service will be automatic; press a 
button and get hot or iced tea immediately. 


Tea service in the restaurant will require 
less work than competing beverages... 
the automatic TeaMaker provides its own 
boiling water. 

The new FMC TeaMaker is sturdy; able 
to withstand rugged restaurant treatment. 
It requires little counter space and is 
attractive enough to be an asset to any 
restaurant. 

In the long range view this will mean 
more tea sales in restaurants and other 
dining-out establishments ... more tea sales 
for you. 


Kitchen Equipment Department 


FOOD MACHINERY AND CHEMICAL CORPORATION 


General Sales Offices: 


6 N. Michigan 
Chicago 2, Illinois 


103 E. Maple Street 
Hoopeston, Illinois 


Field 


aig 
‘ 
ox 4 


today 


This ‘‘fact reference’’ 


— and tomorrow 


section of Coffee 


formerly The Spice Mill, is a basic supplement to the 1956 
convention of the Tea Association of the U.S. A., being held 


September 23 - 26 at Wentworth - by - the - Sea, Portsmouth, N. 1. 
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& Industries, 


U. S. tea now — and in the future 


for the American beveraye 


Competition dollar 


never been more mtensive Avvressive 


capture a greater share for particular products have been 
expanded and sharpened 
In 


tance 


a sense. where tea stands today is of minor impor 
That 
determined 

Our 


today 


| Osition Was 


the 


with 


real concern the 


of the tea industry 
the ction 


lies in present 


that will shape the future 


In many ways, we are 

now in a fortunate position 

We have behind us_ five 

years of successful, industry 

wide promotion We have 

had an opportunity to ana 

lyze the techniques and 

methods that work for tea 

Along the Way, wt also had a hance to find ut some 

that are not valid for our industry, and to discard ther 
We know more today than we did_ five years apo 
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By EDWARD J. VINNICOMBE, Jr., President 


has 


Tea Association of the U.S.A. 


last year, or even six months ago, about the broad 


problems that confront the tea trade, and we believe we 
have learned more about meeting and overcoming these 
challenpes 

When the tea industry first began its present course 
the goals we hoped tor were relatively modest 

Ihe the 


tea consumption that had been 


first voal was to arrest downward trend in 


yoing on for so long that 


it seemed almost historically tmevitable This. it) was 
thought, would take five years It took two and then 
sales beyan yvoiny uy 

The next step was to ex] ind our market, and an opti 
mistic estimate of 2% increase a year was set But with 
the trend started, the total market increased G40 in he 
next two year 


In 1954, it could easily be expected that we had reached 


i plateau ind we ould hope to consolidate the past 
pain Instead the furore over coftes prices resulted 
in an even yreater demand tor tea 

Some of the total yvains were, of course artificial 
Our next task was to turn these interim increases into a 


(Continued on Yage 54) 
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Mechanical simplicity ~ requires only one unskilled 
operator for cartoning 


Low-initial investment —substantially below other units 
of this type. 


For complete details, 
vend for STOKES SMITH co. 
8-page Bulletin © 
P-801. i 4920-S SUMMERDALE AVENUE, PHILADELPHIA 24, PA. 
be Pacific Coast; SIMPLEX PACKAGING MACHINERY, INC., 534—23rd AVE., OAKLAND 6, CALIF. 


case study 
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Save up to *1.10 


per thousand 
tea bags 


with 


stn AUtomatic Packaging = 


Savings in tea bagging costs with Stokeswrap 
contrasted to custom packaging are as much as $1.10 

per thousand as established by recently completed 

case studies. These savings appear whenever tea 

bag production reaches 4,000,000 units or more each 

year, Cost comparison includes the investment in machinery, 
materials cost and labor, based on an average production 

of 120 bags per minute. In addition to cost 

savings, Stokeswrap gives you complete control 

of quality and production scheduling. 


If you contract your tea-bagging, it will pay 

you to investigate Stokeswrap now... and join the 
many nationally famous packers who are sold on 
Stokeswrap tea bagging equipment. 


Stokeswrap can also make % or 
% oz. and 1 or 2 oz. tea bags for 
restaurant use as well as cup- 
size tea bags, all without tags. 


if 


High daily production — up to 140 a minute through 
efficient operation. 


Uninterrupted production — paper, tags and string can 
be changed without stopping machine. 


Compact — smooth running unit occupies a minimum 
of floor space. 
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Tea today — and tomorrow: Convention Program 


business sessions focus on marketin 


By THOMAS J. O'ROURKE, Chairman 


Old days, old times, old friends—they all bring back 


memories. 


It hardly seems possible that a year has gone by since 


But 


out, to extend to you a most cordial 


our last convention here we are with 


the 


once again 
welcome mat 
invitation to be with us at 
the 11th annual tea conven 
tion 

On September 23rd-26th 
approximately people 
will gather at Wentworth 
by-the-Sea for the Tea As 
11th 


Among those in 


sociation’ s annual 
mecting. 
friends 


attendance will be 


from the tea trade the 


LOC cry 


dustries, and a long list of 


and restaurant in 


firms who service and sell 


to the tea industry 
The business end of the program is presented with 
the hope that it will serve the best interests of our in 


dustry Its preparation was carefully considered, and 


Convention Committee 
Tea Association of the U.S.A. 


tines and 


statt 


membership in order to 


our intention is to show the trend of — the 


what the tea association officers and executive con 
sider to be the needs of the 


successfully and properly maintain the distribution of 
tea 

This year's convention will have the following spe ak 
ers and leaders of industry on our rostrum 
Vinnicombe, Jr 


U.S.A 


president: of the Tea As 
McCormick & 


Edward J 
sociation of the and a director of 
Co., In 

Robert 
U.S.A 
Inc 

Lt. General James M. Gavin, chief of Research & De 


velopment, U.S. Army, whose recent publi statements on 


Pea Council of the 


Thomas J 


chairman ot 


B. Smallwood 


executive chairman of 


and Lipton, 


the consequences of atomt fall-out in the event of wat 
attention 


Leo 


drew international 
Dewitt L 
agency for the Tea Council 
Fred Rosen, Fred Rosen Associates, In 
lations counsel to the Tea Council 


Robert Compton president of Bingham Co Im 


Jones, of the Burnett Co, advertising 


publi re 


) 


social program geared for merriment 


By C. B. DELANO 

Vice Chairman 

Convention Committee 

Tea Association of the U.S.A. 


hard 


involved with the social 


It never occurred to me that could work so 


| be ifii¢ 


events for this years Tea Association convention 


you 
just to have fun until 

Throughout the last five months of planning, the pat 
terns of past years had a way of intruding. The problem 
retain the 
delete what seemed to be not quite 


was somehow to what was the best in social 


events of prior years 


1956 


SEPTEMBER, 


and eventually put together a 
different 
It is our sincere hope that you will avree 
that the events 
Here 1s a briel 
highlights of this year’s fun and froly 


illied 


ifty to 


up to par program of 


events that would be interesting and fun for all 
when the 


convention 18 over social committee sue 


ceeded in that objective outline of the 
be 
This 


annual 


trades will 
break the 
traditional part of tea’s 


allied 


Sunday evening the one 


cocktatl 


become af 


hosts at a first 


night party has 
convention, and we are very grateful the trades 
for their generous suj 
Monday evening 1s the vood time 
And we think the Pirate Night theme lends itself in mood 
and de lony to he re 
W hile this cn sally i ostume 
together somethin shouldn't 
Ihe men only need to cut 
in ragved fashion from pair of old pan ind 


be rea washbucklers I hie 


costume oration ening 


membered affair, 


putting pose 
iny problem it all the legs 


Stray ed sweater 
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What 


does 
a Burns Tea Blending Piant have to do 
with your customers? 


it assures them of a quality product when they buy 
your brand — 

Completely Uniform in Blend! 

Completely Free of Foreign Matter! 


WHAT DOES IT HAVE TO DO WITH YOU? 
it keeps fines to a minimum — by gentle handling in ele- 
vators, mixers, sifters and conveyors. 
it facilitates efficient inspection and removal of foreign 
matter—by conveying a thin layer of tea at a convenient height 
past the inspection station and under a permanent magnet. 
it provides dustless operation —through use of a dust suc- 
tion and collection system. 
it guarantees the uniformity and purity necessary for in- 
creased sales! 
Burns Tea Blending Plants are available in a number of sizes and lay- 
out arrangements. Let your Burns engineer help you decide on the 


best plant for you. 


AND SONS, INC. 


ENGINEERS 
llth Avenue and 43rd Street 
New York 36, N. Y. 
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Tea today — and tomorrow: U. S. Tea Market 


shaping tomorrow’s tea market 


The readers of this publication are accustomed to tind 
around this time of the year an article with statistics end 
ing up in some more or less optimistic prediction of an 
ever brighter future for tea, These optimistic forecasts 
are pene rally truc, because We are a Lrowing country with 
a4 growing and 

thus we may rightly count 
increased 


economy 
on an consump 
tion of tea—-but the same 
is probably true for most 


And 


since forecasting in an cle 


of our competitors 


tion year is especially odi 
I should like to look 


at the future of 


Ous, 
this 
tea trom a 


time 
somewhat dif 
ferent angle 

Tea's future obviously de 
pends on the number of 
tea drinkers in this country and on the frequency with 
which they drink tea 

We have good reason to believe that only one-third of 
our population never drink tea, but not less than 806 
of our total tea Consumption ts due to the 19 out of 100 
of our population who drink hot tea more or less regu 
larly, and the 35 out of 100 who drink iced tea regularly 
with justification, that our 


It has been said. therefore. 


best hope comes from increasing the number of regular 


tea drinkers 
Now if one wants to know how to increase the number 


how the 


know present 


of tea drinkers, one should first 
regular tea drinkers have acquired this precious habit 
In one minor respect, tea drinking 1s like religion. The 
bulk of the people acquire it by being born into the tra 
dition, and some acquire it by a conscious change in later 
life 

The tea drinking pattern in various age groups, as de 
termined by Elmo Roper some years ago, is shown in the 


accompanying table 


These figures permit several interesting conclusions 
First, concerning hot tea: in the teenage group only 9% 


drink hot tea regularly. This is a farrly low percentage 
but it is primarily due to the heavy milk drinking at this 
age. Among teenagers only 29% drink coffe regularly 
but in the group from 18 to 24 reyular coffee drinking 


has already reached 80%, but regular tea drinking ts still 


only 15% 

There are good indications that tea drinking on this age 
level 1s largely dictated by tradition of the home in which 
But by the time people reach 


the youngster grew uJ 
100 are regular tea drinkers 


the ave ot 60. 26 out of every 


SEPTEMBER 


By HANS ZEISEL, Director of Research 
Tea Council of the U.S.A., Inc. 


20 over the 18-24 year old group 


This ts an increase of 
Ot course, there are many More younL people at any time 
alive than people in the higher age brackets, and theretore 
if 4s probably fair to assume that approximately two 
thirds of the regular hot tea drinkers now in this country 
have acquired this habit by tradition and upbringing 
The other consciously 
switched to tea, and we 
heed our call the older they get 

The iced tea picture is quite different. [ced 
ing 1s already high among the youngsters 
teenagers regularly drink iced tea during the summer; and 
the 18-24 group, in which we find already 34 out 


have more or less 


know that they are 


one-third 


More apt to 


tea drink 
He, of all 


from 
of every 100 iced tea drinkers, there is very little increase 


to the highest percentage 38°, of tea drinkers in 
any age group 


The first reason. as we have said, why tea consumption 


should increase over the years is the general increase in 


population, In the coming ten years our population aged 


15 years and over will increase by about 1547, and we 
may well expect tea to hold pace with this growth In 
addition. we should benefit trom the shift in the ave dis 


tribution: the population aged SO years and over will in 
crease by approximately 20% and since in that ip 


bracket we have more hot tea drinkers, the 
average INCcrease IN Pol ulation 


vrowth of tea 


should be greater than the 


the aim of the must be 


But beyond that tea industry 
to create more home Sin whi h 1s drunk re irly as 
a matter of tradition without special reason. Su h tamily 


tea drinking has the advantage of a multiplying ettect 


if the habit ts established at a time hildren are 


that 


when the 


still in their teen years, then there 1s a vood chance 


when they establish their homes, will 


also tend to be tca drinke rs continuing the good tradition 


We know, of course, that there may be some dithecultsy 


youngsters 


(Continued on page 


Tea Drinking in the U. S., by Age Groups 


HOT TEA CEI 
Almost A.mos 


Age Ever Every Day Ever Every lay 


4 
12 - 17 bg 4 66 28 
18 - 24 46 15 66 ba 
25 - 39 62 16 69 45 
4O = 59 65 23 66 be) 
60 and over 63 26 38 
Average all ages 604 194 664 35% 
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Importers 


to the Tea Trade 


since 1846 


Carter, Macy 


MEMBER: TEA ASSOCIATION OF U.S.A. 


Inc. 
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tea brewing today — and tomorrow 


Tea today — and tomorrow: Brewing 


In 1000 years have we seen any 


the last ten out ot 


significant efforts to unseat the classic methods of tea 
preparation 

News has come to us trom abroad in England of new 
Ways ! nake tea brewing easier and more convenient 
Similar progress has been 


taking Place in this country 


ast three years 


ver the 


These however are not 
the mily recent develop 
lent, iffect tea brewing 
Characteristics of certain tea 
bein pre luced today irc 
litfere Materials for 
brewing ntaimers are be 
imntre duced which were 


existent a few years 


vo » a state which 
wade oth undesirable for 
preparation 
If w ( share in and prosper from the tea busine 
{ the future. we must recognize and become familiar 
ith th hanyves that are taking place today so that we 
Cun pla meet tomorrow's need 


For example, factors which affect tea brewing for the 


Classica teapot method also must be observed in_ the 
new devices which are being dev loped. The relationshy 
of temperature, time and the tea-to-water ratio cannot be 


overlooked 


n th 


However, it is no longer necessary to be dog 
concept of boiling water 7f the temperatures 
are known In 


of the water in contact with the tea leat 


ther rds. it iS not so much a question of what ts the 


heat 


spout of the water 


| 
but what 1s the temperaure during the period 


This 


t ling water 1s 


emperature of the water at th 


ny device 
| } 
not when a 


unessential 


ft infu y that 


It simply means that 
when cAamining new brewing 4p] iratu mec must re ilize 


different effect on the rate of 


with the leat 


that there may be a cooling 


of the water when it's in contact than when 


the sare temperature water 1s poured into an earthenware 
No matter what the apparatus for brewing tea, the time 
factor make or mar the final brew, even if all others 


ire Consistently pertect It takes time for the outer layer 


ot the Jeaf to be uncurled and penetrated © that the water 
in extract the essential oils which are waiting there to be 
r lea cd It 


brewing 


a departure from the long established — tive 
should — be 


thoroughly evaluated beforehand, independently and in com 


minute period 1s contemplated, it 


bination with the temperature of the infusion 
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By ROBERT COMPTON, Chairman 
Brewing Committee 
Tea Association of the U.S.A. 


The tea-to-water ratro can be increased to 


for changes in time of femperatut but here mist 


be done only after careful and thorough testing It thi 


step ts taken, however, it naturally would be at the ex pens 


of the consuming publi To suggest much more than 4 


Prains per cup for hot tea or 52! per for wed 


would not b 


tea (standard tea industry ratios ) i popular 
move, nor would it speak well for the particular device 
using the higher ratro 

So far this discussion on tea brewing has been limited 


to the physical factors affecting the brew ttselt Vhere are 
other factors, such as type of tea, water and Composition 
of the brewing container, which are also of paramount im 


portance im a hieving a flavorful end product 
As for 


manufacture 


types ot tea. tor irs the methods of tea 


ye 


however, 


chanved mate rially 


reased production costs and heavier yields due to 
charact ristu 


have not 
intensive 
chanve the 


fertilizing have resulted in a 


of the tea produced This should be taken into account 
n blending tor today or tomorro. 

Consumer acceptance of a much smaller leat) ha iused 
i substantial increase in the broken leat rad 
(crush-tear curl) manufacture has been introduced on a 
larger scal This method produces leat which is different 
In appearan from the conventional prading, and it ts 


claimed that the brewing time is much more rapid From 
a tea tasters point of view, the resulting liquor colory 
but is plain and inclined to be dull and lacks the character 
isthe qual ty of the individual estate, and ts therefore a much 


obtained for 


influence 


more standardized product I he prices 


mianubactur will producers to 


tublished 


this ty] ot 


idopt it, and we ma ce 1 chanye in the old ¢ 


brew time 
to C. use 


tandard of five minute 
There are 


it 


in this country 
{as the harder leat ot 


tablished a i 


distinct byection 


» keeping qualiti ife me is 


the old type of manutacture Orn it 


mponent of a blend. it should be used rey tharly fo main 
tain a consistent product thus luniting the blender in h 
clection ind price This chan will the pul 
chasing and blending of tea by the smaller distributor more 


necessity of emy loying a 
nt blend 


complicated ind points uf the 


Com} ctent tea man to select and maintain a Consiste 


satisfaction 1s bound to result 
effect on the 


however, it 1s not venerally 


otherwise Consumer dis 
Water can pronounced 
ind taste of the finished | roduct 


recognized what a vast difference there ts in tea brewed in 


have ippe arance 


the water supplied in various sections of the country, To 


illustrate 
New York water can be 


a tea which will produce a satisfactory brew with 
flat in Hoboken 


and distasteful in 
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New approach 
brewing for hot tea 


ING WHY THEY CHANGED TO TEA 


America’s TV audience is about to be asked to ‘'Take Tea and 
SEE” in a brand-new kind of way. 

Starting this fall, our new TV spots (sample frames from one 
shown here) will picture real folks in real situations pointing 
out why they changed to tea...with plenty of convincing 
reasons why. 

What’s more, these new spots are being scheduled for evening 
hours only —when the big family audiences are on hand. 

All of which adds up to more selling power than ever before. 
Watch for the debut of the new spots about the middle of 


1. SCENE: RESTAURANT September! 
FRIEND: You changed to tea, huh? 


2. TEA DRINKER: Should have done it years 3. TEA DRINKER: Yes, it tastes good... 4. FRIEND: Wonder if | should change to 
ago. picks me up... makes me feel like myself tea? 


FRIEND: Yeah? again. 


tea council 


of the U. S. A., Inc. 
500 Fifth Avenue New York 36, New York 


5. TEA DRINKER: Take Tea and See! 6. CHORUS: Take Tea and See! 
CHORUS: Better for you! 
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It coffee makes the politician wise, as Alexander Pope 
remarked, tea has its “urbanity of manner’ and many more 
things “when properly brewed for the counsel tables where 
morning, noon or night, it makes men thoughtful or gay, 
as occasion demands, and food more enjoyable.” 

Today's tables” the 
clubs, fountains and other mass feeding institutions where 
the transacted, where 


where 


“counsel are in restaurants, hotels, 


much of the business of nation ts 


organizations meet, and individuals and families 
gather to enjoy more than 120,000,000 meals each day 

Institutions are currently accounting for about 259% of 
all the food consumed, or an annual sales volume of more 
than 18 billion dollars. 
retail food stores in the country’s top 143 cities 

These are significant facts for those who supply America 
with its tea, for here ty their greatest concentrated market, a 
410,000) 
Here, 
too, is their most rapidly growing market, slated to pass the 
26 billion dollar mark in volume by 1960, Here ts the “food 


market where, in the course of a few months, the 


That's more food than ts sold by 


market whose great bulk is centered in about 
stitutions chain headquarters and individual units 


fashion 
eating habits of millions can be adjusted to accept a new 
product or increase the use of an “old” one to an amazing 
degree, both in institutions and in the home 

Here is a market where profit alertness and awareness of 
the importance of merchandising are even-up considerations 
with interest in constantly improving know-how the 
service of food and beverages 

To illustrate the concentration factor in the institutions 
market, it has been estimated that only 6% of all restaurants 
do 42% of the business, while 'n the non-retaurant segment 
of the field concentration runs even higher, with about 
20% doing 80% of the business 

The growth factor can be traced from figures for the 
The present 18 billion dollar annual volume figure 
is more than three times the volume of 1939. Increasing 
travel and general pros 


past 


population, income, employment 
perity are certain to mean increased demand for institutions 
food service in both the immediate and long-range future 
The influence of institutions upon eating habits can be 
new 
The rise in popularity of this 


illustrated with scores of products and with at least 
one “old” product—coffee. 
beverage parallels mastery by institutions of know-how in the 
making and the development of equipment which scientific 
ally assures uniformity in coffee quality 

Over the past several years, the institutions industry, in 
the Tea Council, has spent more than 


cooperation with 
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120,000,000 tea sales opportunities today 
— millions more tomorrow 


By JAMES V. MALONE, Institutions Magazine 


Tea today — and tomorrow: Institutions 


A pre - production 
model of the auto 
matic teamaker for 
restaurants. It will 
make push - button 
fea preparation a 


reality in public 
eating establish 
ments 


$40,000 to achieve these important goals in a tea machine 
for mass feeding establishments: provide both hot and iced 
with of 200 cups per 


tea of excellent quality a Capacity 


hour; provide its own source of boiling water; be com 
pletely automatic when charged with the correct amount of 
loose tea; have a quick recovery and take a minimum of 
space 

Those responsible for the development of this urn were 
the members of the Tea Equipment Development Steering 
Committee, set up by the National Restaurant Association 
under a Tea Council grant, and with both organizations rep 
resented. The Batelle Memorial Institute, of Columbus 
Ohio, was chosen by the commuttee to do the research and 
development of the machine 

The results of the development work were turned over to 
the Food Machinery and Chemical Corp., of San Jose, Calif 
who developed a working model which was presented to the 
institutions industry at the National Restaurant Association 
convention by William O Wheeler, chairman of the inter 
industry committee 

After further committee study and refinements of the first 
model, 30 additional models were turned out by the Food 
Machinery and Chemical Corp. and these were placed in 
The 


tests are continuing, in an effort to perfect the tea urn to 


selected areas across the country for actual field testing 
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HENRY P. THOMSON, INC. 
TEA IMPORTERS 


89 Broad Street 120 Wall Street 605 Third Street 
Boston, Mass. New York 5, N. Y. San Francisco, Calif. 


Member: Tea Association of the U.S.A, 


Tea today — and tomorrow: Point-of-purchase 


tea merchandising today — and tomorrow 


A picture summary of Tea Council point-of-purchase material 


developed by the Tea Association's Merchandising Committee 


By DONALD L. PETERSON, Chairman 
Merchandising Committee 
Tea Association of the U.S.A. 


This material kicks off 
the hot tea drive 


TEA AND SEE Week! 


Better for you! 


This ‘Take Tea and See’ poster is in two 
colors. Its dimensions are 14 by 13 inches 


This four-color poster is 14 by 20 inches for 
imprinting, 14 by 13 otherwise. Grocery 
p.o.p. material is available with imprinting 
only to Tea Council contributing packers 
without imprinting only to grocery chains 


This shopping cart display ties in 
the hot tea drive with Domino 
Sugar for a strong two-sales-in 


one deal 


These 12 by 20 inch per 
nants bolster store drive 


Hot tea material for restaurants 
A bright shelf-marker in four colors, on a 
background. It's 7 by 5 inches 


yellow 


This is in the kit 
for ‘‘Take Tea and See’’ Week 


HOT TEA 


Better for you! 


This four-color back-bar strip will 
remind eaters to ‘Take Tea and See 


Scored for easy folding this 
table tent decorates any 
table and sells oot tea 
When folded, it's 4 by 2% 


inches 


Better for you! 


Menu tip-on 314 by 
inches, can also double as hearty 
An imprinted four-color all-purpose poster table tent 
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tenth tea convention... 


and our eleventh opportunity to pay tribute 


to the tea industry 


On this, too, our eleventh year of active 


participation, we are increasingly 


aware of the tea industry's ever-growing 


progress To those whose foresight and 


unending efforts have contributed 


to this advancement, we salute you 


In our desire to render finer service 


and to supply ever more dependabl 


tea bay paper we, too, are endeavoring 


to contribute to the steady growth and 


prosperity of the industry 


ALDINE PAPER COMPANY, Inc. 535 FirTH AVENUE, NEW YORK 17, W. 1 


TEA BAG PAPERS 5 


Field 


and The Flavor 
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The vigor and mdependence of these comments on tea 
ave characteristic of |. Sidney Johnson. Unnl recently as 
stant to the vice-president for sales of the National Biscuit 
Co., Mr 
known in the 


Johnson widely 
food trade and 
4s now marketing counsel to 
a number of grocery mann 
faclurers 
Throughout his 
life. Mr. Johnson has heen in 


close contact with food stoves 


busine fi 


For six years he was director 
of merchandising and advei 
tising for a national voluntary 
group of hole sales or 
uith headquarter 

Before that he 


organized and directed the activities of 


slove 


nm Chicage 


1.000 


ad group 


retail grocers im the Midwest, for a wholesale grocery com 
pany 

In February, 1955, at the Chicago convention of the 
National-Ameriwan Wholesale Grocers Association, he wa 


awarded a scroll im appreciation of his aid to that organ 
zation over the years 

At the Super Market Institute Cleveland 
last year, he was the first reciprent of the William H. Albers’ 
Award, given to the manufacturer who vendered the greatest 


ervice m developing better relations between distributors and 


CONVENTION WM 


manufacturers during the previous year 
Vp Johuson Wy a 
New York Merchandising Committee 


facturers of America, 


member and former chairman of the 


of the Grocery Manu 


Right now, today, when coffee prices are high, the tea 
business has its greatest opportunity to seize a larger share 
of the hot beverage market--but the industry seemingly 1s 
sales lethargy That is the considered opinion of 
super market, and voluntary distributors with 


sunk in 
chain. store 
whom I have consulted 

In the face of conditions made-to-order for sales ex 
pansion, tea advertising 1s limited, point of -sale promotion 
is sketchy and generally ineffective, packaging needs great im 
provement, and package sizes are far too numerous and 
take up too much valuable shelf space. So say these prac 
tical tood store operators 


That's quite an indictment 
individually. First, “sales lethargy.’ 

In the coffee business there are “forty-cleven” different 
roasters, each selling and advertising his own brand ag 
Result: sales boom To be sure, dis 


Let's study these charges 


gressively coffee 
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Tea today — and tomorrow: Grocery Market 


tea in food stores today — and tomorrow 


By J. SIDNEY JOHNSON 


tributors grumble and decry the lack of profit in the product 
but they go right on stocking nearly all Competitive brands 
and trying to undersell their competitors with cut prices 
When it 
There ts one outstanding leader, and supermarkets usually 
For the most part 


comes to tea, this situation does not prevail 
stock from three to six other brands 
the packers do little adverising; they expect the distributors 
to advertise tea for them! 

More advertising could accomplish a great deal 
ample, one chain store executive reports that the advertising 


For ex 


by the Tea Council gave tea sales quite a boost in his stores 
When it comes to pornt-of-sale activity, it ts) significant 
that the only thing remembered by the merchants with whom 
I discussed the matter was a battery-driven mechanical Lip 
ton display featuring a man tanning himsclt The trace 
wants more and better display pieces 
While tea packers may be accused of sales lethargy due 


to the lack of aggressive advertising, it is ironic that they 


cannot be cited for lack of zeal in developing a multitude ot 
Some supermarkets carry (intentionally, | 


package sizes 
Vrequent ly 


didn't say se//) IL package sizes of one brand 
there are five or six package sizes of the same brand. True, 
these include both tea balls and regular tea but there are 
unquestionably too many sizes which. sell 
notwithstanding many improvements 
that still 


some ot very 


slowly. Furthermore 


made in recent years, distributors insist there ts 


f room for better packaging 


plenty 

The key factors in grocery retarliny are profit and turn 
So let's see how the tea industry shapes up there 
The AVCTApe supe rmarket mvestment in tea is between $250 
and $400 (at wholesale The gross profit on sales 


over 


prices ) 


runs as low as 180 and as high as 254 Probably the 
average is from 234% to 25%, which ts satisfactory But 
the turnover 1s usually slow, averaging once each three or 


four weeks. One voluntary operator turning his retail stocks 


However, a successful chain 
contrast stock 


is significant that he stocks only four brands with a total of 


operator in 
month It 


every 45 days 


turns his retail three times cach 


14 packape SIZES, ludiny two package s of preen teas 
Sales velocity these days is even more than 
Ciyarettes with a high sales volume and 


important 
high gross profit 
a gross of 6% of 8% are far more profitable than tea at 
25% and weekly sales of $125 or $150. This ts a fact that 
bears pondering by all who would IM prove the market 
position of tea 

There ts one inescapable conclusion, which in a measure 
bears out the accusation of “sales lethargy With the price 
of can coffee at $1.00 a pound or higher, tea packers have 


dramatize the com 


once-in-a-lifetime opportunity to 
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Sunkist started advertising lemon with tea 40 
years ago and has kept it up ever since. 

As a result of this steady campaign, plus the 
fine work of the Tea Council, 57.5°7 of the iced 
tea and 27.7°, of the hot tea consumed in this 
country is taken with lemon 

Sunkist advertising sells tea. Tea Council 


advertising sells lemons. And the grocer makes 
more profit when he sells the combination than 
he makes on either item alone. 

That gives you a great natural tie-up to use in 
your own promotion. Be sure you sell the com- 
bination— lemons and tea. Let lemons help you 


sell more tea! 


Sunkist Fresh Lemons 


| Tea and Sunkist Lemons... 
come 
+ They sell each other! 
TEA N U TRIES The Fla 


Tea today — and tomorrow: Tea Packing 


tea packing today — and tomorrow 


Trade tea packing is a field unique in the American 
economy. Its growth was inevitable as an expanding econ 
omy demanded more and better goods and services. Spurred 
by the dynamism that has always been characteristic of man 
agement in this country, new methods of high speed pro 
duction came into existence 
to satisfy growing needs and 
demands 

Up to approximately 25 
years ago, tea was being sold 
across the grocery 
counter from the original tea 


It was weighed on the 


store 


chest 
counter scoop scale and pack 
ed into paper bags —obvious 
ly a very unsatisfactory 
method of merchandising 

At about that time the 
leading tea packers began to 
pack their tea and tea bays in metal containers which shortly 
thereafter were followed by tea packed in multicolored paper 
bags and paper board cartons 

With the appearance of the tea bag on the American 
scene, changes in packaging began to come more rapidly 
The with its 


high speed production made 


advent of the mechanical tea bag machine 
| it necessary for packers to 
adopt a packing medium that would be flexible and econ 
omical for handling, storing packing, shipping ind counter 
display and at the same time properly retain its identity 
on the pantry shelf 

requirements, and 


Occasion 


Paperboard cartons fill all of these 
have been accepted and utilized by the industry 
lly, for purposes of promotion, packers will use plastic as 
tressing the reusability of the con 
these 
A recent develo 


ment that 1s receiving much favorable attention from pa 


well as glass contamers 
The 


make them impracticable for general use 


tainer high cost and/or weight of contamers 


| 
| 
r 
ers 15 an aluminum coated or lined paper board contamer 
New materials are coming along so fast that the machine 
to handle them properly have not yet been tully developed 
to believe that materials like plasti 


There reason 


lined pape rboard cartons 


iS every 


thermoplastu materials and im 


proved laminating te h Hiques will he idapted for tea 


icking In using new produ t packers must always be 
mindful that the material used will 
] Improve product 


Withstand rough handling 


rotection 


5 Retain a longer shelf Irte 

However, it scems that we are now reaching a point where 
we are overemphasizing the container and underemphasizin 
the contents. <A careful and thoughtful perusual of recet 
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By MAX MARGOLIES, Tea Pack Co. 


advertising techniques scems to place the emphasty erthes 


on the many advantages of the new container on the unique 
ness of the tea bag. Catch words and phrases descetbing 
the new package or new style or type of tea bay have re 
placed the message lauding the quality of the tea or thi 
benefits to be derived from its use 

Private label packers, as well as trade packers, in then 
search tor high speed economical equipment, and low cost 
containers have completely lost themselves in the search 
Their advertising and promotion departments ay well as 
their sales departments are so absorbed and devoted to 
their new tea bag or new carton that they havi 


The very thing that has mad 


comple t¢ ly 


overlooked its contents 


their existence possible 
No one can argue the advantage of attractive rodern 

economical packages that will help move tea from the shelt 

But will the package create the desire in 


Could it be possible that 


into the home 
the consumer to buy it again? 


the constant shift tn brand buying at the consumer level 


holding 


on to our buyers by the constant offers of premiums lis 


15 due to a search tor a better product? Or are we 


count coupons and tree deals 7 
We 


in the past two decades. and 


made considerable in packing tea 


have progres 


make 


we must not lose 


will much mor nthe 


sabe ot the 


very near future However 
fact that the consumer in the home, as well as in publi 
cating establishments, wants a mod satisfy ng uy of tea 
The restaurateur ts particularly anxious to serve good tea 
made properly because it 1s the most protitabl tem he 
Crves And he doesn't care how tea come | iwkaped Hh 
will buy it in chests of paper bays af at ser hy se 
he 
This was brought to our attention quite forcetully uf 
recent Midyear Tea Meetins Speaker atter speaker sed 
the necessity of serving good tea and were willing to spend 
their good money for equipment to hel them 
purposs 
That why the iutomati unaker A 
through the Cooperation ind teamwork of the Tea ¢ neal 
ind the National Restaurant Associaty It treld te 
prove the preproduction machine fills the requir nity sats 
factorily and it 15 a epted by the publi feeding { 
it will again change tea j icking methods 
It has been found through exhaustive tests thar th 
matic teamaker wall produce best result by ul 
either quarter pound or half pound batch Dest 
made with tea bays of that wereht and with loose tea prove 
onclusively that loose tea will produce a better brew 
While thi development will change packing techn 
mewhat it wall present me particular problem 
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FINEST 
QUALITY 


““Pressure-Packed”’ 


...in the 
most modern 
packages 


STANDARD 


BRANDS New Aluminum 
Incorporated Foil Wrap 
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the U. S. tea broker today — and tomorrow 


Tea today — and tomorrow: Brokers 


The tea broker has always been an important member 
of the tea industry team. In recent years, the character 


of our industry has changed, and in many instances the 


position of the tea broker has also changed As to 


whether the tea broker will continue as an essential 
in the changing pattern of 
our industry, the answer 1s, 


There are LOK rd 


emphatically 
reasons 
for believing this to be so 
There will always be a place 
within the industry for the 
basic tea broker to continue 
to serve the trade as in the 
past—acting for importers 
and agents as their most ef 
ficient and least expensive 
(The broker 
is paid only for actual work 


tea salesmen 


performed and adds not one cent to seller's overhead 
expense). 

The alert tea broker serves the buyer well, covering 
the market for buyers’ particular needs and finding the 
best available teas for the purposes required 
alone are important enough reasons for all branches of 


These 


the industry to continue a close relationship with the 
tea broker, for these are functions which no other seg 
ment of the industry can perform as ethciently or as 
inexpensively as can the conscientious tea broker 

Most compelling, however, 1s the unique and indispen 
sable part the qualified tea broker ts equipped to play 
for neatly every packer, jobber, grocery and restaurant 
chain in the country the 
have given birth and strength to this vitally important 


To understand forces which 
brokerage function, we should take a look at what has 
been happening in recent years in this field 

Just prior to World War II, there were more than 
20 brokers in the New York tea market alone. and this 
figure was reduced to some 12 to 15 by wartime tea 
the 
Today, in this major tea market, there are no more than 


regulations and shortage of overall tea supplies 


four or five firms or individuals actively engaged in the 


tea brokerage business, and it would not seem an un 


reasonable guess that in the entre United States market 


today, there are probably no more than a dozen firms 


or individuals whose function 1s tea brokerage 


Concentration of buying in fewer hands, more direct 


proma } 


selling from importer to packer, and a variety of other 


reasons. have forced many tea brokers to a number of 


iternatives, some have become primarily shippers agents 


handle tea brokerage as an additional function 


and 
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By WILLIAM H. MAC MELVILLE, George Friedman Co. 


Others have branched out as brokers in coffee and other 


items in addition to tea. Some have been forced out ot 


business entirely 
This pattern of events has made it imperative tor the 
more useful 


qualified tea broker to find some even 


method of applying his particular knowledge and ability 


to the needs of the industry In the case of our own 
firm, over the past 25 years a definite concept of specia 
lized tea broke rage has evolved, which we believe answers 
a very positive and basic need within the trad For 
want of a better term, we may refer to this relatively 


new, personalized approach as ‘service brokerage’ 

What ts 

brokerage ? 
sell 


primar ly as the fea buyer and ble nding spectilnt tor his 


broker 


functions 


As opposed to 
The 


Instead. he 


service brokerage” 
Basically it 1s this 


does not tea to his accounts 


customer, creating and maintaining individual blends 
ind, in effect acting for his customer as if in his direct 
employ 

If you are a tea packer, a tea wholesaler or operate 
4 restaurant or grocery chain, this specialized type of 


brokerage is designed exclusively for your needs It may 


even be that your firm has some individual within your 


organization now designated as “tea buyer’, bur who 
at the same time ts also your coffee buyer, canned poods 
buyer, meat buyer or who shares responsibility r pur 
chase and quality control for any one of the dozen items 
completely unrelated to tea The specialized — service 


brokerage’ is still designed expressly for your n fs, for 


reasons which perhaps have never occurred to you 
Tea is an agricultural product, and ts readily attected 
by all the elements of weather, temperature and other 
factors not subject to human control This be at 
is absolutely impossible to produce tea~—even trom the 


same bush--which will be uniform in quality 


and flavor from one month or even one weck he next 
For this reason, to secure a tea which will | i nlely 
im Character and quality all year round is 
ential to blend various teas to produce the desired 
sult. Only an expert tea man, specializins 1 art 
of blending, ts qualified to do this work 

Expert blending of teas 18 not a simple Matt natical 
equation, nor can it be learned from reading t books 
Years of training are necessary to master this particular 
art, and only the very largest tea distributing tiems can 
afford to employ qualified tea experts and blenders 

Blending being essential to produce untifor rduct 
the broker who ts qualified as an expert blender can be a 


vital factor in the tea buying and blending operations of 


every firm. By utilizing the services of the qualified broker 
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Best Wishes 
to the 1956 Cea Convention— 


— and remember 


to ask your Cea JImporter about 


JAPAN GREEN TEA 


Japan ‘Tea Exporters’ Association 


82-1 KITABAN-CHO Cable Address: 
SHIZUOKA, JAPAN EXPTEASSN 
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About 


23,000,000 Westeners don't know what they're 
What they're missing 1s an appreciation of the 


unique qualities of tea, iced or hot, as a beverage. These 


people. who live in the 11 Western states, must be made 
more te; ONSCIOUS 

Per capita tea consumption in the Western states has 
traditionally been below the national rate, and consider 
ably below that of the Atlantic Coast and the South 
In 1955. the national rate was .63 Ibs. per person 
whereas in the Western states it was estimated at only 
40 per person 

I can at this point brag about the beautiful, temperate 


Pacific Coast 


heavy demand for iced tea 


This probably 
lack of tt 
tor a large part of the volume in other areas 
looking at 


1956 


weather we enjoy on the 


prevents and the 
accounts 
some 


the 


ports through the Port of San Francisco totaled 


There encouragement Import 


figures for first five months of During this 


pert 
1.129.000 !bs., up from the 3,923,000 Ibs. imported in 
the s eriod last year, while total national imports 
were dk 17,318,000 Ibs. in 1956 against 51,584,000 
Ibs 

Population in this area is increasing at a much faster 
rate than in other sections of the country The U. $ 
Census Department furnishes the accompanying figures 
which show population trends in the Western § states 


compared with the nation as a whole 


Population 11 Western States U.S. 
1955 22,650,000 168,000,000 
1960 27,000,000 177,426,000 
1965 42,140,000 186,800,000 


Phese figures reveal that the population in the West ts 
increasing at the rate of 16% every five years against the 


national rate of 567. This area, therefore, is becoming an 


y important market and offers great sales po 


i 


tential for the future 


Tea imports into the Western states tn 1955 totaled 


9,117,000 lbs. If the present per capita consumption pre 


vailed in 1965, the volume would reach 12,852,000 lbs 
If the Western per capita consumption were in reased 
the in 1965 


This is a theoretical figure 


to the national rate volume would reach 


20,884,500. lbs but is cer 
tainly possible 

To cay italize on this potential volume of sales, greater 
competition in advertising and sales promotion is neces 
One packer accounts for somewhere around 65% 
Such a situ 


sary 
of packaged tea sales on the Pacific Coast 


1956 
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More aggressive promotion by more packers to equal Tea Council 
programs can close gap between national and Western consumption 


By R. A. MANNING, President 


Western States Tea Association 


Tea today — and tomorrow: Tea in the Western States 


the West — frontier for U. S. tea 


ation is not healthy Phe same packer would welcome 


More competition in advertising and merchandising to 


I he 


Coast 


make potential customers more aware of tea same 
the Atlantr 


their 


situation does not exist on wher 


share of the 


several major brands are fighting for 
market 
The wild West is still an undeveloped wilderness in 
terms of tea volume 
The Western States 
ot packers, brokers 


organization 
illied 
made a brave effort to help the cause of tea at 
Trade & Travel Exhibition, in 
Prac 


An attractive display featured 


Tea Association, an 


importers and members of 
trades 
the International 
tugurating the new World 


Building in San Francisco 


recent 
Center at the Ferry 


the various package s of the members, plus mate rial 
kindly donated by the Tea Council 
during the 12 days of the Exhibition, totaling 3,000 cups 


The display was 


tea was rved 


of iced tea and 2,000 cups of hot tea 
ably managed by Marion Sanders, of Standard Brands 
of the 
The tea was well brewed and appreciated 


Inc and members donated time to serve 


at the booth 


many 


by those who stopped to si} 


Th Tea Council is doing a fine job of selling on a 
naional scale. What we need in this area are equally 
aggressive programs by more packers The Western 


consumer must be told that she’s missing a great pleasure 
in life—the refreshing taste of tea 


People behind the convention 


Lone month 
the 11th annnal « 
.S.A Here 1s the 
by the Office) 
the Tea Associations 

Thomas O'Rourke, chairman; ©. B Delano 
chawman, Thomas Dannemiller, Robert A. Lewis, fi 
Miss M. Petrozells, Carl Seeman, and R. D. Thomson 

Mr. Thomson heads up the volf arrangements, assisted 
by Carl Hull Mi 
Leuss, Mis Petrozells, transportation 

Mr. Dannemiller 1 handling the 
members of the Junior Board 


Walter T. Cusack chawman of the arrangements 


worked to put together 
lea Association of the 
id ho 


Tea Conneil 


did pe ple 
at the 


wid stall af the 


were 


wed 


Seeman charge af Vi 


prizes assisted hy 


for the allied trades cocktail party 
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anada’s changing tea market 


Tea today — and tomorrow: Tea in Canada 


By D. M. LANGTON, 


The Canadian of today is a comparatively heavy consumer 


age and over) 


of tea. Net imports per capita (15 years of 
run around 41/, lbs, per annum 

Our latest estimates lead us to believe that, on the average, 
every man and woman, boy and girl in Canada over the age 
of 15 is drinking about three 
and a half cups of tea every 
day a formidable amount, 


which indicates that tea is 


Canada’s number one hot 
beverage 

Of course, there is nothing 
new in that. Tea has held its 
pre-eminence in Canada for 
many years, Im fact, if we 
go back to the beginning of 
the century we find that per 
capita consumption was ap 
proximately 50 above to 
day's level 


But times change and markets reflect those changes 


the years, tea consumption has failed to keep pace with our 


rapidly expanding population. Many factors have probably 
contributed to this weakening of tea’s position, but the 
most important, we believe, is that for too long tea has 
been taken too much for granted 

The postwar prosperity of Canada has resulted in a broad 
ening of horizons, a new excitement in living, and in this 
new atmosphere tea has yet fully to find its place 

A variety of other beverages has profited trom the chang 
ing scene; that tea has not is due possibly to its being so 
much a part of the Canadian way of life for so long that it 
is associated in the mind of the consumer with the past. The 
new consumer is living very much in the present, and 
looking to the future. 

What is the Tea Council doing about this situation? 
First, of course, it was necessary to verify in the field this 
analysis and to discover the details and ramifications. Much 
information was obtained from conventional market surveys 
and from motivation studies conducted for us. In addition, 
this spring we carried out a special survey, con¢ erned with 
strength of brew and rate of consumption, in over 1,700 
The data from 
these various sources was sifted, and it was found that the 


homes across Canada mass of obtained 
most promising courses of action could be grouped under 
two main headings: 

1. Tea should be glamorized 
a modern approach is needed 


The public's conception 
of tea should be modified 
with stress on enjoyment and variety 

2. The public should be encouraged to make a bettes 


brew. Better-tasting, stronger brews should not only result 


SEPTEMBER, 195¢ 


Executive Director 
Tea Council of Canada 


in an immediate increase in consumption of leat but, per 
haps more important, also create an increased demand for 
the beverage, simply because it becomes something more at 
tractive and worthwhile 

These tasks will not be accomplished overnight. A be 
ginning was made in the early summer with an extensive 
newspaper and television campaign directing the public 
attention to that primary need of good tea-making— bubbly 
boiling water. This campaign was followed with the first 
all-out effort to promote iced tea in ¢ anada 

Iced tea has still to be popularized in Canada——it 1s not 
yet widely consumed here-——and, of course this was the 
primary object of our full-color magazine and spot tele 
But, in 
advertising is considered valuable because it gives 
The 


more glamorous than the tea pot 
This autumn we will be launching an altogether new type 


Vision campaign this summer addition, wed tea 
tea 
modern, 


erally an extra appeal tall glass is more 


of campaign in magazines and over television and radio 
The program will have as its aim the modern look tor hot 
tea. By association, we hope to surround tea with an at 
mosphere of excitement and Lately and, in the same cam 
paign, we will invite the consumer to try varying his way 
of serving tea All this, as you will realize, to pet tea out 
ot the class of accepted but neglected products 

In such an advertising approach, we are dealing very 
much with intangibles: we are concerned primarily with 
the public's conception of the product and only ine identally 


the stock-in-trade of most 


with offering consumer benefits 
sound advertising We can adopt such a course with con 
fidence only because the Canadian population ts familiar 
with tea and consumes it in quantity We do not have to 


introduce tea but rather we must remind the consumer to 
enjoy it more often and tell him how well it fits in with to 


day's modern living 


the U.S. tea broker 


(Coutinned from page 25) 


the tea packer secures all the advantages of expert buy ng 
and blending 
other im 


Aside from fundamental advantage, there are 


portant gains which may not be immediately apparent 
] You 
The broker buys for many firms and the importer com- 


petes keenly for his business, in direct open competition 


ecure the advantage of large volume buying 


with the offerings of all other importers and agents 


This large volume buying places each serviced firm on 
an equal or better buying basis than many of the very 


(Continued on pape 41) 
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McCormick & Co., Inc. — Baltimore, Md. 
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ships, teas 


Modern trends in Improving the Lrowing, processing, 
and distribution of tea have been matched by ocean car 
riers in developing efhcient methods of carrying this sen 
sitive commodity. Because of their schedule dependability 
and reputation for careful handling, American President 
Lines’ vessels are among the leading carriers favored by 
the tea trade 

A generation ago, although bulk tea was shipped in 
the same chests as today, a variety of markings led to 
considerable confusion during discharge and delivery 
In addition to the usual port mark and head mark, there 
were innumerable grade markings and estate chops. By 
substituting range numbers for grade and estate markings 
the carrier is now able to sort and grade in accordance 
with the number provided by the bill of lading. 

Under this arrangement the relationship between. the 
importer and the steamship company has been vastly 
improved, speeding up the sorting process and eliminating 
discussions regarding delivery of grade. Claims have de 
clined to a modest proportion and are now quickly ad 
justed with the importers on the basis of packing lists 
which set forth individual weights and qualities 

The traditional respect that tea commands from Ameri 
can President Lines’ employees is directly reflected by the 
attitude of our highly-trained ship's officers. At the load 
ing ports, stowage 1s personally selected, and the loading 
is supervised by the chief officer. Each sling load ts in 
spected as it rises from the wharf or harbor lighter, and 
any damaged chests are set aside for survey before stow 
age. Each chest is carefully carried and tiered into stow 
by the native longshoremen 

The standard chest measures 24 by 19 by 19 inches, or 


5 cubic feet. The one-half chest measures 20 by 16 by 16 
inches, or 3 cubic feet. The average chest of tea weighs 
about 112 Ibs 


Tea commands premium ship space and requires clean 
dry, level, off-the square stowage in compartments free 
from all all tea 
stowage is firmly secured against any shifting in a rough 
sea. American President Lines devotes much thought and 
effort toward seeing that these measures are carried out 

At our New York City terminal, the general practice 
is to discharge all available general cargo from the hatch 


odors or contamination, Subsequently 


squares, In order to facilitate and expedite the handling 
of tea chests. Cases are carefuily worked out by the long 
decks to cargo trays of pallet 


from under 


shoremen 
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... and trends 


By WILLIAM L. KASPER, American President Lines 


rollers, Tea is then landed, ex- 


industrial 
amined and sorted in a clean, dry, upper level area away 
from trattic, dampness and contamination, under the di 
To insure 


boards, using 


rect supervision of sentor te rminal employees 


maximum care during delivery, cach chest ts carried by 


hand from the terminal stowage to the consiznee’s vehi le. 
(The increased compartmentation of our modern vessels 


which affords complete out 


also insures block stowage 


turns.) 


Sensitized climate protection for the prevention of 


contamination while enroute has been a great stride in 


Lines cargo 
liners are equipped with Kathabar’ 
systems, which automatically control humidity througout 
| By providing a constant change of clean, dry 


the carrying of tea. American President 


Caryvocaire and 


the holds 
air, these systems guarantec removal of any contaminating 
odors 

American tea consumption ts approximately 
the New England states being by far 
the heaviest This total 
tonnage xreat enough to provide the incentive to ocean 


100,000 


000 Ibs per year 


fivure represents a 


consumers 
carriers to exert every effort to guarantee perfect carriage 
outturn, and delivery to the American tea importer 

It is through the combined efforts of shippers, carriers, 
and importers that this commodity’s delicate flavor ts 
it is ultimately 


brought unimpaired to the where 


consumed by the American tea-drinking 


} ome}? 
public 


the U.S. tea broker 


(Continued tram page 9) 
largest tea firms in the country, and invariably results 
in being better able to meet competition 

2 You vel at the marke This 


com plete 


can be 


alone a full time job for any buyer who hopes 


to buy at the best possible basis at all times The quali- 
fied broker and his staff have no other function except 


the tea business; this is his full-time job 


4 You pet complete, impartial market wmformation 
The qualified tea broker 1s not dependent on just a lew 
sources for his market information He is constantly 
iware of changing market conditions and is able to 
make informed, intelligent “bids” for all teas needed 


by his accounts 


4. You can secure teas m any position—on the spo 


(Continued on page 45) 


: 
Tea today — and tomorrow: Ocean freight a 
Zz — 
a 
q 
4 
| 


Fastest direct service between the 
Far East and Atlantic Coast Ports 


The United States Lines has added eight 
new Mariner-type vessels to its fleet to be 
operated by the American Pioneer Line. 
‘argo 


These ships—the largest general 


ships in the world—will offer the fastest 
cargo service with regular sailings from 
Japan, Hong Kong, Formosa, Indo-China 


and Thailand to New York, Boston, Phila- 


delphia, Baltimore and other East Coast 
ports via the Panama Canal. 

Other United States Lines ships give 
careful, experienced handling to your ship- 
ments to and from Europe and the United 
Kingdom. For schedules and complete in- 
formation, inquire at any United States 


Lines office or agency. 


AMERICAN PIONEER LINE 
UNITED STATES LINES 


One Broadway, New York 4, New York e Tel.: Digby 4-5800 
Offices in Principal Cities throughout the World 
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M. Gopala Menon 15 a director, representing India, of 
the Tea Council of the U.S. A., Ine. 


Tea, the drink that cheers but does not inebriate, has 
served as a golden link between the peoples of the United 
States of America and India. The leaf that springs out 
of the immemorial and immortal hills and valleys of India 
turns into nectar in the cups of the high and the small 
in the United States. Amer- 
turning in their 
thousands to this flavorsome 


are 


and invigorating beverage 
Tea, the most democratic of 
all drinks, has the largest 
appeal in all 


and widest 


climes and among all 
peoples. 

The tea industry is vital 
to the Indian economy. It 
employs more than 1,000,- 
000 
its fortunes indirectly affect 
the lives of about 5,000,000 to 6,000,000 people in India 
The industry, started about 100 years ago, has grown to 
enormous proportions, with about 700 joint-stock con 
panies in operation. It has a paid up capital of $155 
000,000, About 789,550 under tea 
cultivation today, The annual production has increased 
rapidly since World War II, reaching the record figure 
of 662,200,000 pounds in 1955 


men and women, and 


acres of land are 


India not only produces the highest quality tea in the 
world, but is also the biggest exporter, supplying about 
half the total world requirements. One third of the tea 
imported into the United States comes from India, A 
variety of commercial teas blended with the high grown 
Darjecling and Nilgiris are not only the planters’ glory, 
the experts’ pride and the connoiseur's sweetheart, but 
are some of the most attractive buys for all tea-lovers in 
the United States, 

Indian tea is sold for the world market by auction at 
London, Calcutta and Cochin. London used to be the 
traditional center of the tea trade, but the scene 1s slowly 
shifting to Calcutta. Calcutta is becoming the marketing 
center for India’s tea, and with most of the world’s re 
quirements distributed from the markets of origin, prices 
of tea are being determined more on the basis of world 
supply and demand than on other considerations, In 
keeping with its new status, Calcutta is fast expanding its 
warchousing Capacity 

The Tea Board of India, set up in 1954 by legislative 


enactment, controls the tea industry. It regulates the pro 


tea in India’s new era 


By M. GOPALA MENON, Consul General of India 


Tea today — and tomorrow: India 


New York City 


duction, extent of cultivation, sales and export of tea 
It is also the spearhead of a movement to promote the 
While it 
has organized a vast promotion scheme at home, it has 
also helped in the formation of Tea Councils in the 
United States. Canada, Eire, the Netherlands and West 
Germany. In the United States, the Tea Council 1s sup 
ported by the domestic tea trade and the governments of 


consumption of tea in India as well as abroad 


Ind.a, Indonesia and Ceylon 


India is today on the threshold of a new era of eco- 
nomic development. The first Five-Year plan has just 
been completed, and a bolder and bigger second Five 
Year Plan has gone into operation. The second Five-Year 
Plan envisages the rapid industrialization of the country 
Industrialization would involve imports of capital goods, 
especially heavy machinery, on a huge scale, India, there 
fore. has to build up large resources of foreign exchange 
As one of India’s major commodities of export, tea plays 
a large role in bringing greater amounts of foreign ex 
chang ‘| he more we se ll our tea abroad. especially in the 
hard currency areas, the stronger and sounder would be 
India’s economy, and the faster the industrial expansion 


The present level ot production of Indian tea appears 
adequate to meet increased world consumption and de 
The current consumption of tea in India amounts 
to only a third of its production. In the 
of economic and social benefits expected to flow from the 


mand 


wake howe ver 


development plans, tea consumption in India is likely to 
increase sharply and substantially in the next few years 
Total production would have to. be stepped up to meet 
the expanding internal market as well as the external 
This has been taken into account by the industry in India 
and the target of production for L961, when the second 
Five-Year Plan will have been completed, has been fixed 
at 700,000,000 pounds 


Planters are progressively adopting modern farming 


methods. Some 
pattern of close spaced double rows, leaving a wide swath 


pioneers are planting tea bushes in a 


each set of rows, so that tractors can be used 


They are experimenting also with pluck 


between 
for cultivation 
ing machines 

While the ground ts being prepared to meet the ex 
pected increase in world consumption and demand, the 
tea industry in India ts going all out to maintain the 
quality of Indian teas and the reputation it has built up 
Our aim is not only nothing less than the best, but better 
India continue to offer to the U.S 
trade her glorious heritage, and United States tea drinkers 
can confidently look forward to the highes 


than the best will 


quality in 


their golden cup when buying Indian tea 
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Tea today — and tomorrow: Ceylon 


Ceylon’s basic problems in tea 


By ANNESLEY DE SILVA, Counsellor 


Mr. de Silva is 
Vea Council of the 


a dwector, representing Ceylon, of the 
U.S.A., Ine 


“Thank God for tea! What would the world do without 
tea?’ How did it exist? I am glad I was not born before 
tea 

In the #0 years since the estates in Ceylon that had been 
devasted and destroyed by the coffee blight were replanted 
with tea, and a new industry rose on the ruins of the old, 
Ceylon has assumed a major role in the world tea trade, 

Today, Ceylon supplies more than one-third of the demand 
for black tea, and last year's exports reached an all time peak 
of 462,245,000 pounds 

Particularly since 1946, the climb of Ceylon tea exports 
has been steady, New markets have been developed, others 
have been expanded. The high reputation of Ceylon tea 
for uniformly good quality has been maintained 

In this recent and rapid expansion, Ceylon has been a 
partner in prosperity with the other tea-producing nations, 
as world consumption grew by more than 300,000,000 
pounds a year 

There are problems that must be met, if the stability of 
Within the past 18 months, there have 
been sudden and often violent fluctuations in tea prices; a 


tea 18 to Continue 


situation that 1s unhealthy for everyone, from tea-prower to 
consumer, 

In early 1955, after a continued rise in prices covering 
almost three years, prices plummeted to a level that in many 
cases was below the cost of production Fortunately, this 
proved to be a short-range problem, and by the end of the 
year the average prices compared favorably with those of 
recent years. Again this year, both in the London and 
Colombo auctions, prices suffered a sharp decline 

These changes may well be attributed to local and tempo 
rary causes, and be considered as correctives for extremes in 
either direction, but in the case of tea as a commodity, where 
stability is of primary importance if the product is to con 
tinue and increase in popularity, it is a situation that demands 
careful attention and planning 

The future of tea in world markets is of particular im 
portance to Ceylon, for it plays a dominant role in the 
entire economy of our nation. The possibilities of industrial 
expansion within our country are limited, for Ceylon has 
limited mineral resources and ts poor in coal, iron and oil 
For the dollars and sterling that we need to import ma 
chinery, equipment, technical services, and even necessities 
such as food and clothing, Ceylon depends to a large degree 
on the export ot tea 

Even aside from the direct benefits of these exports, which 
the trade revenue, tea 


bring in as much as two-thirds of 


34 COFFEE & 


Embassy of Ceylon 
Washington, D. C. 


Transporting plucked tea in Ceylon by aerial ropeway. 


also provides an indirect source of income through taxation 
of incomes and profits, in addition to the considerable bus- 
ness it has brought to other factors of Ceylon’s economy 

Therefore, problems confronting the tea industry are of 
immediate, national concern, For continued prosperity, two 
basic problems must be met and solved with the same in- 
genuity and courage that has been a hallmark of the tea in- 
dustry in the past. 

These problems are the maintenance of quality, which has 
gained for Ceylon tea a considerable reputation and ac- 
ceptance, and the reduction of production costs to keep tea 
profitable and marketable. 

The benefits of producing a higher quality of tea become 
even more apparent if we examine the prices of Ceylon tea 
during the price fluctuations mentioned earlier, The London 
auction, in which Ceylon teas must compete with those of 
other growing areas, gives us an example. 

In the United Kingdom, still the largest market, even 
though Ceylon occupies a minority position, the preferential 
position of our teas showed clearly during 1955. The average 
price of all other teas was lower than it had been the pre- 
year. Ceylon, on the other hand, actually brought 
better prices than had been true in 1954. The quality of the 
tea itself proved to be a dominant price stabilizing factor 

To assure the continuance of Ceylon’s growth, research 
and experimentation 1s continuously under way by the tea 
industry to insure teas of the highest quality at prices that 


vious 


will be competitive 
The reduction of production costs is inevitably a major 
part of the program. 
Certainly a large step forward has been made within the 
(Continued on tage 44) 
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Tea was first introduced into Kenya in 1903 when a 
small quantity of Manipuri hybrid seed was imported from 
This seed was germinated in nursery beds and a 
small area of approximately two acres was planted out in 
1905-6 at Limuru, followed by experimental planting at 
Kericho in the same year and again in 1912, From 1912 to 
1924 other experiments on a somewhat larger scale were 


Calcutta. 


carried out at Kericho 

In 1924, the first large scale commercial tea growing was 
started at Kericho, From 
that time onwards the acreage under tea gradually increased 
to over 12,000 acres at the end of 1932 Further progress 
was halted by the International Tea Restriction Scheme, 
which came into force in 1933. 

The object of the scheme was the maintenance of the 
this 


and on a smaller scale at Limuru 


world’s tea market prices at a reasonable level; in 


respect it was entirely satisfactory. The scheme embodied re 
striction on development, which was not in the best interests 
of the young Kenya tea industry, but appreciating that a 
staple market would be beneficial, the Kenya industry a 
cepted the general principle prohobiting extensions of the 
acreage under tea. However, 
permitted to plant up additional acreages 
The International Tea Restriction Scheme 
until the end of World War II, 
Kenya, on the grounds that the tea industry had thoroughly 
the Colony, withdrew 


small growers in Kenya were 


was continue d 


when the government of 


proved its value to the economy of 
from the scheme 

One effect of Kenya’s withdrawal was the prohibition of 
exports of tea seed from India, which had formerly been 


the chief source of supply. However, about this time the 


government of Kenya prohibited the importation of tea 


from most countries in the world in an endeavor to 


seed 


A youth of the Kip- 
sigis Tribe plucking 
tea on estate 
near Kericho, Ken- 
ya, chief tea pro- 
ducing area in East 
Africa. 
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tea in Kenya today — and tomorrow 


By A. D. MC WILLIAM, Secretary 
The Kenya Tea Growing Association 


Tea today — and tomorrow: Kenya 


control blight diseases. This set the industry the problem 
ot providing its seed requirements from East Africa, a 
difficulty which has been successfully overcome, though 1n 
the years immediately following World War II, 


of seed was one of the factors limiting the expansion ot 


a shortage 


the industry 

All the initial planting of tea, preparation of land, 
was carried out by hand labor, which meant that rapid 
Tea plants were raised in 


progress could not be made 
and then planted out 


nursery beds for about six months, 
during the long rains from April onwards 
Tea bushes do not reach maturity until they are 


mately ten years old, though some crop ts usually harvested 


approxi 


from five years onwards 

All this has been changed today, 
of clearing and preparing the soil are in use 
ploughs, bulldozers and graders are seen at work preparing 
in the nursery 


mechanical means 
Prac tors, 


since 


new estates, while the seedlings are retained 


beds two years or more, and then are stump-planted into 


the cleared areas; this results in a considerable saving of time 


and labor 

Factories and all buildings for the estates are being 
erected as fast as the importation of mac hinery and materials 
The difficulty of importing machinery and ma 


permits 
factors which ts limiting the ex 


terials has been one of the 
pansion of the industry during the postwar period 

In 1947 there 548 acres under tea in Kenya 
which produced 13,385,000 Ibs, of tea, of which some 6, 
033,000 Ibs brought the 
areas up to 25,072 acres at the end of 1955, while the crop 
that year 19,058,150 Ibs of tea Of this, 
13.293,215 Ibs. were exported and 5,649,893 Ibs. allocated 
Fast African 
including Zanzibar 


were 16, 


were exported Development 


amounted to 


for consumption in the three terntories of 
Kenya, Uganda and Tanganyika The 


balance was retained as a reserve for local consumption or 


for export in 1956 as required 


For the second year in succession, 1955 exports of Kenya 
Tea took second place (to coffee) in the list of Kenya's 
exports. These tea exports were tlued at £2,761, 151-0-Od 
Destinations were 

Great Britain #617,909 Ib 
Canada 604.554 Ibs 
1,436,647 Ibs 
Africa 515,292 Ib 
South Africa 653,247 Ibs 
Sudan 452.430 Ibs 
Somalia 284,030. Ibs 
Australia 643,460 Ibs 


Other Foreign Countries 265,356 Ibs 


Total tea export 13,294,215 Ib 
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ARABAN COFFEE COMPANY, INC. 
Wild Rose Tea and Avaban Coffer 
lustant Coffec 


63-66 Commercial Wharf Boston, Mass. 


G. A. BRAUNLING 


Tea Broker and Agent 


108 Water St. 


BROWNELL & FIELD COMPANY 


tutocrat Tea and Coffer 


Providence, Rhode Island 


JABEZ BURNS & SONS, INC. 


Coffer & Tea Machinery 
llth Ave. at 43rd St. New York 36, N. Y. 


CHINA TEA COMPANY. LTD. 


Tea Producers 
Formosa Black 


New York 5, N. Y. 


Formosa Green 
91 Wall St. 
CONSOLIDATED TEA COMPANY, INC. 
Tea Packers of 
Nivee-Touch-Nec Tea 


185 Division Street New York, N. Y. 


DANNEMILLER COFFEE CO. 


Private Brand Coffee and Tea Packers 


Rochester, N. Y. Brooklyn 32, N. Y. 


DENNISON MFG. CO. 


Framingham, Mass. 


Kor Tea Tags call ov write nearest 
Dennison Nales Office 


New York 5, N. Y. 


Greetings to the 
Eleventh Annual 

Tea Association 
Convention! 


Wentworth-by-the-Sea, N. H. 
September 23-26, 1956 


DWINELL-WRIGHT COMPANY 


White House Coffee & Tea 
68 Fargo St. 


Boston 5, Mass. 


FREDK. EDWARDS & SONS 


Girectings to the Convention 


120 Wall St. New York 5, 


EPPENS, SMITH CO., INC. 
Tea Bag Packing 


Long Island City | 


Tea Importers 


Borden Ave. & 2\st St. 


STANLEY W. FERGUSON, INC. 
Importers, Packers, Jobbers of Tea and Coffer 


365 C St. Boston 27, Mass. 


B. FISCHER & CO... INC. 
TEA COFFEE SPICES 
585 Gerard Ave. New York 51, N. Y. 
GEO. FRIEDMAN CO. 
Tea Brokers 


96 Wall St. New York 5, N. Y. 


MAXWELL HOUSE TEA 
Tnustitutional Products Division 
General Foods Corporation 


White Plains, N. Y. 


GRATALE BROS., INC. 
Blending 


Jersey City, N. J. 


Tea, Ntorage Trucking 


681 Henderson St. 
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Best Wishes to all our friends 
in the Tea Industry 


IDEAL TEA PACKING CO.. INC. 
Individual Service Tea Bags DAVID ROSSMAN, INC. 
Iced Tea Bags Tea 
Packed for the Trade 
222 Lake Ave. Yonkers, N. Y. 86 Beekman Street New York, N. Y. 


N. Y. Telephone number: LOrraine 2-7559 


JEWEL TEA CO., Ine. SALADA TEA CO.. INC. 


Importers Packers Retailers Tea Packers 


99 Wall St. New York 5, N. Y. Stuart & Berkeley Sts. Boston 16, Mass. 


LIPTON TEA SEEMAN BROs.. INC. 
Brisk Flavor Never Flat Tea Packers 
Hoboken, N. J. 40 W. 225th St. New York 63, N. Y. 


Thomas J. Lipton, Inc. 


M. J. B CO. JOHN SEXTON & CO. 


Coffee and Tea Packers Coffee Roasters S pice Grinders 
Chicago—Long Island City—Pittsburgh—Atlanta 
665 Third St. San Francisco 7 Dallas—Philadelphia—Detroit—San Francisco 


MAERSK LINE HAYES G. SHIMP., 


Voller Steamship Company, Tne INCORPORATED 
General Agents Importers 


30 Broad St. New York 4, N. Y. 230 Park Ave. New York 17, N. Y. 


\. W. MeADAM COMPANY SPRAGUE WARNER 


Tea Brokers Division of Consolidated Foods Corporation 


131 State St. Boston, Mass. 8999 Palmer St. River Grove, Ill. 


TETLEY TEA CoO., INC. 
Coffee Brokers Tea Blenders and Packers 


St. Louis, Mo. 483 Greenwich St. New York 13, N. Y. 


MeKENNA COMPANY, INC. 
Tea a 
222 So. 7th St. 


OLD DUTCH COFFEE CO... INC. TOLEDANO & PINTO (AMERICA ) Ine. 
Tea & Coffee Packers Tea Importers 


80 Front St. New York 5 565 Fifth Ave. New York, N. Y. 


PORT WAREHOUSES, INC. WESTERN STATES TEA 


Ntores for the Trade ASSOCIATION 
41-47 Vestry St. New York 13, N. Y. Eleven Western States 
Prick Trucking & WAREHOUSING Co, WEST SIDE WAREHOUSES, INC. 
Tea Hauling Vodern Tea Storage Clean Rooms 
54 Columbia St. Brooklyn I, N. Y. 416-424 Washington St. New York 13, N. Y. 
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Avo you interested... 


in shipping your teas, coffee and spices in vessels manned by 

% officers and crews specially trained to deal with the problems of 
the trade in which they are engaged and who take special pride 
in stowing, ventilating ond caring for these commodities in a 
manner which gives best ossurance of sound delivery 


in having your cargoes carried from ports of shipment to destina- 
tion with the least delay 


$ in having your consignments given proper sorting on discharge 
as well as proper protection while awaiting delivery 


i in obtaining very prompt settlement of meritorious claims 


if SO we offer for your consideration the fast modern motor vessels 
comprising the fleets of — 


BARBER-WILHELMSEN LINE BARBER-FERN-VILLE LINES BARBER-WEST AFRICAN LINE 
Philippines — Malaya — (All principal ports on 


(Philippines, Hongkong 
Indonesia and Ceylon/U.S.A the West Coast of Africa) 


and Japan) 


For further particulars, schedules, etc. apply to 
Garber Steamship, Lines, Tue. 
> 


17 Battery Place, New York 4, N. Y. Tel. WH 4-1300 


ipton 


Heading your way! 


We're off to the Tea Association Convention at Went 
worth-by-the-Sea, New Hampshire. 


Plan to come, too! 


WENTWORTH-By- 
We'd like very much to meet you and swap ideas, talk NEW “aa 
old times and new, and discuss our mutual problems. pln 


Hope to see you at the Convention. 23-26 


THOMAS J. LIPTON, INC. 


COFFEE & TEA INDUSTRIES 
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today — and tomorrow: Pakistan 


Pakistan tea: status and perspectives 


Pakistan's first tea estate was established in 1854 near 
Sylhet. Today, 102 years later, the verdant slopes of the 
hill country in the Sylhet and Chittagong districts of East 
Pakistan boast of 133 tea estates comprising a total area 
of 76,500 acres and providing substantial revenues, em 


ployment and an increasingly 


popular beverage to the 
nation 
The achievements of the 


tea industry are even more 


impressive when it is con- 
sidered that, in the wake of 
the Indo-Pakis- 
tan sub-continent in 1947, 


owners of tea estates in Pakis- 


partition of 


tan were forced to tend their 


gardens without sufficient 


fertilizer, insecticide. 
Pakistan, at its 


birth, also found itself without adequate processing of 


seed, 
fuel or labor 


marketing facilities 

Since that time, tea has become East Pakistan's second 
most important cash crop, outstripped only by jute, and 
the fourth largest earner of foreign exchange for the 
whole country. 


Production 


On estates ranging in size from 15 to 2,500 acres, 
100,000 workers labor with a skill which has been handed 
down from generations of tea cultivators. Approximately 
53,000,000 Ibs. of tea are produced each year during the 
two harvest seasons of Kharif (winter) and Rabi (sum 
mer), the bulk of the tea being plucked during the 
summer season, t.e. May to October. 

The yield for the 1955-1956 crop is estimated at 52 
000,000 Ibs., a drop from the 1954-1955 figure of 54,000, 
000 Ibs., caused by prolonged drought in the carly part 
of the season, scarcity of insecticides, and late applications 
of fertilizers 

Little can be done to remedy climatic inclemency, but 
the industry and government are acting in concert to 
eliminate factors obstructing increases in productivity 
Expansion of the area under cultivation ts, of course, al 
ways a goal. More immediate results depend, however 
on intensive cultivation of existing acreage Large scale 
of old tea bushes by young ind vigorous 
stock effected, and several abandoned tea es 
tates have been reconditioned. <A field staff 1s 


making strenuous efforts to educate individual vrowers in 


re lacements 
have been 


trained 


new planting and plucking techniques. Ample supplies 
of insecticides and fungicides have now been made avail 
able to the tea industry. and the government has viven 
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By A. SALIM KHAN, Consul General of Pakistan 
New York City 


top priority to the requirements of tea estates in allocating 
fertilizers 

While many tea estates are equipped with production 
facilities comparable to those of the leading tea pro 
ducing countries, profits ftom the exceptionally good 
1954-1955 season have been largely re-invested in the 
industry and the government is prepared to grant licenses 
for the purchase of modern machinery and spare parts 
from abroad. Weather conditions permitting, the cumu 
lative effect of all these corrective measures should make 
possible the production of a record crop in the forth 


comimy season 


Varieties of tea 


Of the average 53,000,000 Ibs. of tea produced annually 
in Pakistan, by far the majority of it is black tea. Almost 
from the finest flowery orange 


every grade of black tea 
is available in Pakistan 


pekoes to commonplace grades 
Among the leaf grades of black tea are Pekoe, Broken 
Orange Pekoe, Broken Pekoe, Broken Pekoe Souchang, 
Pekoe Fannings, and Fannings. Leafy Dust and Small 
Dust are classified in the dust grades series 

Green teas are also available though limited demand, 
for this type of tea has curtailed output to 2,000,000 
or 3,000,000 Ibs Varieties of polished or un 
polished grades of green teas are Fine Young Hyson, Young 
Hyson, and Hyson. Sow Mec Twankee, Fannings and Dust 


are lower grades of Pakistan's green teas 


per annum 


Characteristics of Pakistan's tea 


generally noted for its pungency, satis 
and 


Pakistan's tea 


fying liquor ind 
is admirably suited for blending purposes ‘Teas 


coloring good Cup appearance 


strength 
ranking with Cachars and Javas in style and character are 
used by world packers as essential elements world 
blends. Pakistan makes her ends utilizing 
Indian or Ceylon tea. And today experimentation 1s 
being carried out in Hazara district of West Pakistan on 
sites at high elevations. Research is directed towards 
economical production of a self-drinking tea which could 
compete with the high-grown varieties produced in Dar 
jecling, the Nilgiris or in the higher regions of Ceylon 
Provided adequate moisture can be supplied during dry 
this 


also own 


spells without too xreat a rise in production COStS 
project should Pakistan's tea industry to enter 


markets which require tea prown at high iltitudes 


en ible 


Marketing 


Pakistan's marketing facilities have been considerably 
roved since partition The 
at Chittagong in 1949. In 19 


page BO) 


first tea auction was held 


1956 Chittagong iuctions 
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DE HOPE GOLDSCHMIDT 


CORPORATION 


107 WALL STREET, NEW YORK 5, N. Y. 


Members: N. Y. Coffee and Suger Exchange; 
Green Coffee Ass'n. of N. Y. City, Inc.; National 
Coffee Ass'n. of U.S.A.; Tea Association cf U.S.A. 


MANUFACTURERS OF 
QUALITY LONG FIBERED, 
POROUS PAPERS 
FOR TEA BAGS 
AND COFFEE FILTERS 


J 
ob 


how Aave ADDITIONAL MODERN FACILITIES 


DEXSTAR| SPECIALTY PAPERS FOR INDUSTRY 


SINCE 1767 C. H. DEXTER & SONS, INC., Windsor Locks, Connecticut 
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Tea today — and tomorrow: Japan 


Japan tea meets new export patterns 


Potal annual production of tea in Japan, averaging th 


figures of the three 150,000,000 Ibs... ot 


75% 


past years, 1s 


which is consumed domestically and the remaining 
25% 1s processed into exportable tea 
There are four picking seasons in a year, and the pro 


portion of production in each season is roughly as follows 


First crop—end of April through May—40¢ 
Second crop end of June through July—-30% 
Third crop—-end of July through August-—20% 


Fourth crop September—10@. 


As the type of tea consumed domestically is entirely 
different from those exportable and from black tea, the 
proportion of production by types depends upon demand 

So far in 1956, production of exportable tea has been 
drastically decreased, due to the following reasons: 

|. Heavy frost damage to tea sprouts in late May cur 
tailed the first crop production 

2. Lack of overseas demands for both greens and blacks 
prevented exporters from buying exportable teas out of 
first and second crops, which naturally discouraged manu 
facturers 

It is estimated that the 1956 production will represent 
about a 20 decrease from the Ist year’s volume 

The situation on overseas markets is as follows 

1. U.S.A, and Canada. The United States was the biggest 
market for Japanese tea before the war, but demand has 
been on the decline year after year, with lovers of green tea 
changing to coffee, black tea and other beverages. Only 
13° of the total export of Japanese tea in 1955 was to 
the United States and Canada 


It is expected, however, that the unique characteristics of 


Japanese tea—its flavor and its vitamin content-——will win 
an increasing demand from those markets in the future 
EXPORT OF JAPAN TRA IN 1955 
(April 1955 - March 1955) 
(Quantity in lbs.) 
Black Toa Tote) 


Green Tea 


4, a7, 


2,055, 522 1,291,820 

Canada 364,190 253, 45 637,535 
Morocco 1,179,314 1,179, 31h 
Algeria 7,391,027 18, 92h 7,409,951 
Tunisia 496,372 355,777 AD, 1448 
Tangier 1,606,178 7,375 1,613,553 
Libye 890,767 21,400 712, 3467 
U.Ke 1,206,800 4,177,965 5, 384,645 
Setherland - 1,208,525 1,206,525 
Afghanistan 33h, 343 22,00 
Chile - 2,936,950 2,935,959 
Others 686,116 590,680 2,276,996 
TOTAL: 20,232,628 11,685,621 37,114,249 


By GINJIRO AONO, Vice President 


Japan Tea Exporters’ Association 


SEPTEMBER, 


president of Ginjiro Aono, vice president, 


Japan Tea Exporters Ass'n. 


Keiji Yuhara, 
and author of this article. 


Morocco, Algeria Tunista, 


Dut to the delay 


2. North African countries 
and Libya were markets for Chinese tea 
in the postwar recovery of Chinese production and the con 
sequent stoppage of export from that country, the demand 
trom these parts of the world for the Japanese product has 
been on the increase The Gur type tea is a favorite in 
these markets 

However, rapid rehabilitation of the Chinese tea indus 
try has made it possible for her to regain lost markets, and 
t from 


some extent 


Japanese tea was obliged to withdraw 
Morocco during the past two years, which can be clearly 
figures 
1954 


cen in the downward tendency of export 
calendar years) to this market 
1,737,882 Ibs.; 1955, 1,807,091 

U.K. and Holland 


the London market for the 


1953. 8.404.048 Ibs 


Japanese black tea was needed in 


purpose of blending with the 


high | riced Indian and Ceylon teas in the 1953 season, but 


is the prices of these teas declined, the demand tors Japane 
blacl vradually dimint hin woordingly 

However, it 1s expected that Japanes blacks wall con 
tinuously be needed, as Japan boasts of being the produces 
of the che apest teas in the world 

1. Afghanistan, There was a sudden demand for the 


Japanese Green Tea (Hysons type) in 1955 About 15° of 

the total export ot Jay anese tea in 1955 was to this market 

which ts expected to continue this year, a there 1s very little 
ome Indtan greens 


COmpctition excepting 
5. South Among other countries 
Chile ts Nearly 


107 of the total export of Japan sc tea in 1955 was to this 


American countries 


princi il market for Japan black tea 


country 

As all the tea imports were handled through governmental 
hannels, the present import regulations, which stipulate 
that tea containing less than 70% of tanning, cannot be im 
ported into Chile, practically exclude Japanese black tea 

However, it is hoped that some solution can be obtained 
as the president of the Japan Tea Exporters Association 
with the authorities 


who is visiting Chile, is negotiating 


concerned 


4} 
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tea in Kenya today—and tomorrow 


(Continued from pare 


Regard must also be paid to the fact that Kenya supplies 
d larye proportion of the tea retained for local consumption 
Africa Zanzibar In 1955, supplies to the 
local market were valued at £1,427,516-0-Od 

Production in 1956 1s estimated to be 23,000,000 Ibs. of 
tea. It is estimated that an additional 1,500 to 2,000 acres 
of tea will be planted by the end of 1956, most of this area 
Kericho, Sotik Nandi 


where the appearance of the countryside is being 


in bast and 


in the and districts of Nyanza 
Province 
changed rapidly by the well laid out and developed tea 


cjtates 


Ihe maintenance of the numerous tea estates requires 
large numbers of young Africans to pluck, prune and culti 
vate the estates, staff the tea factories and workshops, and 
40.000 


Africans are now in employment in the industry, many of 


handle the medical and hygiene services. Some 
whom are holding responsible and well paid positions 
Welfare assistance provided by the industry for its 
African employees includes working clothing, good housing, 
facilities and 
Social welfare 
plays a large part in the organization of most large tea 


medical services, schooling, recreational 


rations. Also mibile cinemas are provided 
companies, whose ultimate objective is a resident labor force 
provided with permanent houses and all other amenities 
The tea estates, with their stone housing and buildings, 
hydroelectric plants and dams, recreational grounds and 
farming sections, all well laid out and cared for, present a 


mntrasting piciure to the partially developed areas with 
which they are surrounded 

Manufacture of green leaf into tea is carried out on most 
estates in modern and well equipped factories. The leaf ts 
subjected to a process of withering to extract moisture, roll- 
ing to break up the corpuscles of the leaf and facilitate 
fermentation, which is followed by its being fired. It 1s 
finally packed into plywood chests for export, or sent to 
the Central Packing Factory, Kericho, where it is blended 
and packaged by African employees in a modern mechani 
ally operated factory for supply to consumers in East Africa. 

Kericho, which is the center of the Kenya tea industry, 
situated at an altitude of some 6,500 feet in Nyanza, 1s 
fast growing into a large township. The Tea Board of 
Kenya Tea Growers’ Association have their offices in the 
township, and the Tea Research Institute of East Africa 1s 
situated in the vicinity. 

The Tea Research Institute of East Africa has, from 1951, 
been financed jointly by the three Territorial Tea Boards 
of Kenya, Uganda and Tanganyika. The work of the In- 
stitute is organized in two main departments, agricultural 
and chemical, though there is naturally no sharp division 
The first is mainly concerned with cultural problems in the 
field, such as manuring, cultivation, and weeds. The 
second covers soil examination (over 1,000 samples were 
tested in 1954), and chemical problems related to tea 
manufacture. 

Members of the staff pay regular advisory visits to tea 
estates in all three territories, and there is an annual con 
ference at which discussions on topics of interest are held 
The Institute publishes an annual report, and reports of 
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conferences, and has issued a series of pamphlets covering 
most aspects of tea cultivation 

The 40,000 acres of tea in the three East African terri 
tories is a small area to support its own research station 
and it is a tribute to the industry that it has in this, and in 
other ways, shown forethought and enterprise and developed 
successtully without artificial and external assistance 

Tea growing by Africans 

An experiment, sponsored by the government of Kenya, 
has been started, centered on Nyeri, for tea growing by 
Africans on a peasant plot system similar to the way in 
which it is grown in China. This has, unfortunately, been 
held up by the emergency operations. The government ot 
Kenya proposes to erect a small factory to manufacture the 
leaf from this area on a cooperative basis 

A second experiment has been started in the Kericho 
District to encourage Africans living in this area to grow 
tea on the same system. This is being assisted by the major 
tea companies in the district and the Tea Research Institut 

Tea in Kenya tomorrow 

The development of tea in Kenya offers an attractive 
proposition to companies engaged in tea Lrowing in the 
older tea countries of the world, where duties, taxation 
and directives from governments are a deterrent to further 
development. This has resulted in numerous visits by 
interested representatives of tea companies and a large 
number of enquiries regarding development of tea in Kenya 

The area of land in the European owned areas of Kenya 
suitable for tea growing is limited, but in the African tribal 
areas, there is a great deal of land suitable for development 
as tea estates or peasant holdings 

Tea has been moving westwards for over a century from 
China to India and Ceylon, now to the Caucasus and East 
Africa. The producer who pioneers production in East 
Africa is assured of non-interference with marketing and 
the absence of heavy export duties—desirable assurances 
which attract the harassed growers in other countries. 

With the end of the emergency in Kenya, an expanding 
local market for home-grown tea is forecast. This, with 
the steadily expanding market to other African territories 
indicates a bright prospect for tea in Kenya tomorrow 


Canada’s tea, coffee men 
to hold 1956 convention 
at Seigniory Club 


The annual convention of the Tea & Coffee Association 
of Canada will be held at the world famous Seigniory 
Club, Montebello, Quebec, on October Ist, 2nd and 3rd 

The ninth annual convention, it will be held under the 
chairmanship of Ernest Simpson, president of the associ 
ation 

Among the speakers at the convention will be R. S.S 
Gunewardene, ambassador of Ceylon to the United States 
and U. K. Ghoshal, of Calcutta, India, chairman of the 
Tea Board of India 

The Ceylon ambassador is well known in the United 
States and Canada, Since tea is the major factor in the 
economy of his country, Mr Gunewardene will undoubt 
edly have interesting information about the Ceylon tea 
industry to give the convention 

As chairman of the Tea Board of India, Mr. Ghoshal 
is highly informed on every aspect of the world’s tea 
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HOEGH LINES 


LEIF HOEGH & CO. A'S OSLO 


REGULAR SERVICE 
from 
SINGAPORE, PORT SWETTENHAM, BELAWAN, 
PENANG, COLOMBO, MALABAR and 
WEST COAST OF INDIA, RED SEA PORTS 
to 
EAST CANADA, U. S. NORTH ATLANTIC 
and U. S. GULF PORTS 


KERR STEAMSHIP COMPANY, iwc. 


General Agents 
32 PEARL STREET, NEW YORK 4, N. Y. 
Telephone: WHitehall 4-4450 


We are looking forward with 
genuine pleasure to the oppor- 
tunity of greeting the members 
of the Tea Association of U.S.A. 
here at our beautiful hotel on 
historic New Castle Island. 


September 23, 24, 25, 26, 1956 


THE 
WENTWORTH-BY-THE-SEA 
PORTSMOUTH, N. H. 


James Barker Smith 
President 
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trade Last year Mr. Ghoshal travelled extensively in 


various parts of the world and spent some time in Canada 
and the U.S.A., reviewing the tea industry in North 
America, This year he will be accompanied by Shri N. M 
Lingam, Member of Parliament for South India. 

An allied will 
traffic freight, transportation and packaging 


trades session include discussions on 


A coffee seminar under the chairmanship of C, J. Egli, 
of General Foods, will be conducted by Charles Lindsay, 


manager of the Pan-American Coffee Bureau. This sem 


inar will present the high-lights of the PACB seminars 


held in the United States earlier this year. 


An internationally known figure, Sir James Jones, 
CBI the October 
Ist. Sir James, a well known industrialist, is deputy chairman 
of the James Finlay Co., Ltd., 

The tea industry will also be represented on the speak 
ers platform by D. M 


Tea Council of Canada 


will be guest speaker at dinner on 


of Glasgow, Scotland. 


Langton, executive director of 


Vor relaxation, the lighter side of convention activities 


will include cocktail parties, a dance. an informal party 


and, of course the annual golf tournament 


Ceylon's basic problems in tea 


(Continned from page i) 


recent past, and yields per acre have been increased to an 


averape of 613. Ibs per acre 
be given largely to the Tea Research Institute for its ex 


Credit for this increase must 


cellent work on controlling blister blight 


This in itself is not a final solution, however. Most of 
the tea bushes in Ceylon are more than 50 years old, and 
have reached an age where deterioration sets in. New, im- 
proved varieties of tea, under a continuing replanting pro- 
gram, could substantially increase the yield per acre and 
give an equal or higher quality product. 

In replanting, with which the government intends to 
assist tea growers in a project involving 80,000 acres, better 
preventive measures can be taken to help overcome the 
long-felt need for better soil conservation and the prevention 
of erosion. 

The eventual scope of necessary replanting can be gauged 
by the figures from the Ceylon Department of Census and 
Statistics, which state that within the near future 263,257 
acres of mature tea land will become uneconomic. This is 
nearly half of the total acreage now planting in tea. If, 
however, the producers can undertake replanting of even 
1% of the acreage for each of the next ten years, there can 
be a substantial increase in production, estimated at 25%, 
or 472,000,000 pounds, 

These are, of course, long-range problems that will 0o« 
cupy the thoughts and abilities of our most able people for 
years to come 

Assuming, for the moment, that strides are made in the 
two vital areas outlined above--maintenance of quality with 
lowered production costs—what about the world market for 
Ceylon tea? 

There is good reason for continued optimism. 
during the short period of the world slump, demand for 
Ceylon tea has been sustained in all markets. 

In the United States, one of the most important potential 
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WE PACK YOUR TEA 
Member 


is politeness and orinivates in kindness. 
gains esteem and good-will of others. 
makes easy, arduous and exacting tasks. 


increases efficiency and promotes mutual respert. 
Co all ovr slogan will always he: 


“Gt Dour Service’ 


HE COMPLETE TEA BAG PACKING SERVICE” 


Ca Poot Company: 367 GREENWICH ST., NEW YORK 13, N. Y. oe Digby 9-0748 


Tea Association of the U.S.A 
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markets for tea, the climate of tea ac eptance seems better 
now than it was in the beginning of our campaign there 
with the Tea Council. The growth pattern has been an 
uneven one, due to crises with cotfee prices, but looked at 
over a long-range of time, it has shown a yearly increase 
that 1s satisfactory. The United States psychological ac 
ceptance of tea as a beverage has increased considerably, and 
future prospects for continued growth are favorable 


South Africa, Australia, New Zealand and Denmark all 
share a preference for Ceylon teas, which are predominant 
in those areas, The preference of the United Kingdom for 
tea from Ceylon has been previously indicated, and the con- 
continue to foster this 


tinued information will 


program 
preference and create a special demand for quality tea of 
Ceylon origin 

Specific opportunities for tea in other markets of the world 
are being met, with jointly financed and controlled cam 
paigns in cooperation with other tea producing areas and 
local tea trades, as in the United States, Canada, West Ger 
many and the Netherlands. 

With the increased economic welfare of most areas of the 
world, and an expanding population, the future of Ceylon 
tea would seem to be bright. To assure this, the entire tea 
industry at every level must continue its aggressive cam 
paigns to provide quality tea at an economical price and to 
let the consumer know the many singular merits of tea 

Through the centuries, tea has become the most populat 
solidly 


beverage, and its position can become even more 


established during the coming years of opportunity 


the U.S. tea broker 


(Continued from page 1) 


afloat or tor shipment from any producing area or 1 


transit tea market Should it be desirable at certain 
times, you can buy on your own L/¢ 

5. You secure the advantage of “quality contro 
When your blends are completed, the qualified tea 


broker will check them for quality and uniformity be 
important function which 
customer loyalty de 


fore packing. This is an 
should not be dismissed lightly 
pends in large part on your blend being constantly uni 
form in character, quality and flavor, Only a qualified 
tea expert can assure you of this 

We have tried to show that firms which avail them 
selves of the qualified tea broker's services will find in 
the change to this method of operation a considerable 


In every part of the United States, there are 


saving. 
hundreds of firms, not yet aware of the existence of this 
type of service, which have definite need for this in 
dividual, specialized brokerage. We can say, without 


fear of contradiction, that there is no other branch of 
the tea industry which has as mu h of value to offer as 
the qualified service broker” 


tea packing 


(Continued from page 23) 


All packers now pack and market some bulk tea 


packers 
And while the volume has been shrinking, 


in those sizes 
resulting in the contraction of these departments, they can 
again be readily expanded. The package now produced for 
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is very likely that this development to improve the 
quality of the tea served in public eating places will sub 
stantially increase the usage of tea bags in the home through 
the introduction of really good tea in restaurants, 
To accomplish this, however, it might be well for all 
f us in the tea industry to ponder a statement made many 
years apo by one otf the foremost ploncers of tea merchan 
dising in this country. He said, ‘ 
policy. Quality is the other half.” 
Let's put the proper emphasis where it belongs . . . on 


packaging is only half a 


1 tea in modern containers not just on modern 


tea in the food store 


(Continued from page 21) 


parative economy of tea Some unprejudiced sources say 
coffee costs around 2l/4¢ a cup, while tea costs as little as 1¢ 
This big spread offers a great opportunity. Perhaps tea 
vackers should organize a campaign to slug it out with coffee 
Such may be 
anathema to the cultured gentlemen in the tea trade. But 


if the situation were reversed, we can assure you that the 


by dramatizing this spread sales tactics 


hard-hitting sales managers for coffee would not be so 
reticent. Maybe the tea packers should adopt the “give 
em-hell” type of sales tactics which have been used so 
political campaigns 

time to dispel the sales lethargy which 
Right now—-today 


successfully 

Anyway, it’s 
seems to exist now in the tea trade. 
while the situation is still so propitious. 


120,000,000 tea sales opportunities 


(Continued from page 17) 


meet all operating conditions, says Col. Paul P. Logan, di- 
rector of food and equipment research for the National 
Association. 

“A complete report on the field tests will be made some 


Restaurant 
time this fall,’ Col. Logan says. “So far, the results have 
definitely proven that the brewing of tea on a highly satis 
factory mass production basis can be achieved with the urn 
The effect upon sales is reflected in the experience of one 
testing operator who reports that in a 60-day warm weather 
period hot tea servings were increased some 125%. More 
iced tea was also sold during the same period.” 

The space required for the tea urn is approximately 30 
The 
unit is completely self-contained, performing automatically 
all parts of the brewing and dilution services for both hot 
and cold tea requirements, the latter concentrate being 
stronger, of course. Definite economies in operation have 
been reported by testing operators, and the urn will go 


inches wide by 18 inches deep, and 24 inches high 


into quantity production, perhaps in several models and 
capacities, as soon as test reports are made and final refine- 
ments worked out. 

Thus institutions have again demonstrated their eager- 
ness to improve their know-how in serving an ‘‘old’’ product 
at its ‘newest best.” 

“We, like thousands of other institutions, are watching the 
tea urn tests with great interest,’ says Mrs. Frank Mangam, 
Sr., of Mangam’s Chateau Restaurant, Lyons, Ill. ‘Tea has 
always been a popular meal-time beverage with us, especially 


iced tea in summer. We expect that when the urn is made 


TEA 


91 WALL ST. 


HALL & LOUDON 


ESTABLISHED 1898 


We offer a comprehensive Tea Brokerage 


service based on experience of many years. 


BROKERS 


NEW YORK CITY 5 


NEW YORK 


JAVA PACIFIC LINE, INC. 
25 BROADWAY 


PACIFIC HOEGH LINES 


FAST — REGULAR — MONTHLY SAILINGS 
from COLOMBO and CALCUTTA 
to: U.S. PACIFIC COAST PORTS and VANCOUVER 


VANCOUVER 


DINGWALL COTTS & CO., LTD. 
802 WEST HASTINGS ST. 


SAN FRANCISCO 


TRANSPACIFIC TRANSPORTATION CO. 
351 CALIFORNIA STREET 


COFFEE 


TEA INDUSTRIES 


a altered slightly to conform to the new demand PO 
> containers for tea 
* 
« 
© 
| 
| 
~ | 
; 


available and the problems of pot breakage and lack of unt 
formity in quality due to present brewing methods have been 
eliminated, that both hot and iced tea sales will soar far 
beyond anything we have ever known.’ 

Mrs. Mangam is one of the industry's most progressive 
merchandisers. The Chateau has four public dining rooms 
and four private dining rooms, attracting patrons and parties 
from a radius of more than a hundred miles. 

“Advertising has been a big factor in building our 
business,’ Mrs. Mangam says. ‘It brings patrons to us, but 
once inside our doors, it is up to us to keep them sold with 
quality food and beverages, and tea is unquestionably one 
of the latter. We make every effort to use manufacturers 
advertising helps in the form of menu tip-ons and table 
tents when they measure up to our standards.” 

Fred Portes, of Portes Drugs, Chicago, says: “Iced tea ts 
a standard, high-demand, high-profit item with us during 
the summer. The new urn is getting our attention and I'm 
sure it will mean more year-round tea sales for every restau 
rant-fountain 

“Do we use tea streamers and menu tip-ons? Just look 
at our back-bar! I have often thought that I would try 
‘hose iced tea strips as an experiment during one of the 
A beverage that is as delightful as iced tea 
That's the way I feel 


cold months. 
Shouldn't be confined to any season, 
at the moment, with the temperature well into the 90's 
When it does an about-face, so will our customers, The tea 
urn will make it easy to take care of their demands, what 
ever they are.” 

Hot or cold, with how many of the institutions industry's 
120,000,000 meals will tea be served each day? Volume can 
be as large as the suppliers of tea want to make it. The 


market 1s there and so ts the eagerness to sell, serve and 
profit. The urn promises a ‘properly brewed” beverage and 
institutions themselves know best how to present it to thei 
and food more 


patrons to make them ‘thoughtful or gay 


enjoyable.’ 


tea brewing today—and tomorrow 
(Continued from page 15) 


Columbus or Cleveland, and almost unpalatable in Kala 
mMaZoo. 

The brewing problems caused by variations in water are 
Iced tea is just as much a problem, 
Under proper brewing 


not contined to hot tea 
particularly the clouding feature 
conditions, it 1s practically impossible to make cloudy iced 
tea in some waters, but in others nearly all teas will cloud 
In the latter situation, if one particular tea does not cloud, 
there should be cause for concern because, by and large, 
the better the tea, the more it is inclined to cloud 

Where the problem exists, one solution is treating the 
water to remove the ingredients which create the cloud 
Care must be exercised in the treatment of the water, how 
ever, because some treating equipment, in removing the 
objectionable ingredients, may impart an undesirable taste 
of its Another solution, at least for the local or 
regional packer, is to have his tea carefully selected and 
blended for the prevailing conditions by one who has the 
knowledge and ability to establish a non-clouding blend 


own 


without sacrificing quality. 

Turning to the subject of composition of the brewing 
container, considerable progress has been made in metallurgy 
in recent years, sufficient to warrant a reappraisal of metals 
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which were considered unsuitable for tea brewing a short 
time ago. For example, the writer has recently had the 
Opportunity to test a new type of aluminum which does not 
produce the objectionable metallic taste which was formerly 
associated with teas brewed in a container of that com 
position 

Another very interesting development of recent years 
has been the plastic-coated hot drink cups, 4 vast improve 
ment over the old paper container, which imparted an un 
desirable taste and odor to tea 
treatment has licked this entirely 
that the plastic-coated cups have 


properties to stainless steel, china, or earthenware 


The new plastic-coated 
It is interesting to note 
superior heat retention 
Because 
of this, it 1s conceivable to recommend a shorter brewing 
time for the tea brewed in the plastic coated cups 

Thus, recognition and understanding of the developments 
affecting tea brewing that are taking place today and planne d 
for tomorrow are of vital importance to us in our efforts to 


see that the consumer gets a really satisfying cup of tea 


shaping tomorrow's tea market 


(Continued from page 13) 


if you marry a spouse who is a coffee drinker then usual 
ly either the one or the other side yields, because most 
families serve only one beverage, not two, at any one 
meal 

The present efforts of the Tea Council are directed 
towards the family decision in favor of tea, and the 
family decision in favor of more tea. In an abbreviated 
way, our commercials are themselves family discussions 
and family decisions, But while they are aimed primarily 
at the adults in the family, who actually make the de 
cision, they involve as a rule the younger generation too 

Actually there are good reasons why the younger gen 
eration should make tea its regular beverage. These 
arguments are being disseminated through other channels 
One is the sound tradition of 
they drink tea primarily 


effectiveness 
the 


with 
athletes all 


yreat 


over world 


These young men and women know from experience 
that no other beverage keeps them in quite as good shape. 
Many of us will remember Tony Trabert at the end of 
the Forest Hills Tennis Tournament last year, when he 
wave tea credit for his stamina, which carried him to 
victory over his Australian opponents. This message 1s 
being repeated a thousand times around the running 
tracks and swimming pools of America. 

The advantages of tea for the younger generation are 
many. For one, its caffeine content is modest: enough to 
pep you up, yet not too much so as to keep you awake 
when you don’t want to be. There is some evidence, that 
tea also contains a substance which makes its caffeine 
more palatable 

Secondly, tea doesn't pump you full of sugar, as do 
soft drinks, the beverage so favored by the youngsters 
There is nothing basically wrong with sugar, but it 1s 
not good for growing teeth (that’s why dentists are 
against candy eating), and it fills you up with calories 
which are of little help to the youngster's growing body; 
ic also reduces his desire and capacity to eat the things he 
Even with wholesome milk, young 


really should have. 
if it thereby reduces 


sters can get too much at times 
their appetite for other foods 

Tea's modest contents—a fine flavor, a small amount 
of caffeine, no superfluous calories—thus become an asset 
for the growing youngster who should keep his appetite 
for the things his body needs most. 

People beyond their “athletic” years, of course, are not 
so much concerned with top record-breaking shape. But 
they sure are concerned with their heath, and become 
more so as they grow older 

To be sure, nobody would choose one’s daily beverage 
for health reasons; life is ioo short to worry primarily 
about health. But if such a fine tasting beverage as tea 
can claim to be not only good “for you” but also and 
simply good—then its future should be safe in a nation 
which wants both from its diet: that it be good tasting 


and good for your health. 
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Says 80,000,000 Ibs. is goal 
for Pakistan tea by 1964 


Pakistan will be producing 80,- 
000,000 pounds of tea a year by the 
end of 1964. This was stated by a 
spokesman for the Pakistan Tea 
Board in Dacca recently, according 
to a report by Khalid Askary, 
Karachi, correspondent of COFFEE & 
TEA INDUSTRIES 

The spokesman said that steps 
were being taken by the government 
to increase the production of tea and 
boost its export. A sub-committe¢ 
had already been set up to go into 
the details of the scheme. 

He said production of tea was in 
creasing every year since indepen 
dence, and last year about 53,000, 
600 Ibs. of tea were produced, About 
8,000 tons of scientific fertilizers 
were being supplied annually to 
tea gardens to raise their yield 

About tea exports, the spokesman 
said they were highest in 1951, 
when Pakistan sold to foreign 
countries more than 47,000,000 Ibs. 

He added that a Tea Research Sta 
tion was being set up at Srimangal 
near Sylhet 

Some land in the Hazara, Swat and 
Azad Kashmir areas in West Pakis 
tan has been selected, subject to soil 
test, for growing the best quality 
tea. Such tea is grown only in areas 
3,000 to 5,000 feet high 


Ceylon to block splitting up 


of well run tea plantations 


The Ceylon government proposes 
to take strict measures to prevent 
fragmentation of well-managed tea 
and rubber plantations. 

Philip Gungawardene, Minister of 
Agriculture and Food, made this an 
nouncement at a meeting of the Low 
Country Producers Association of 
Ceylon 

He said he was alarmed to see 
the rate at which European-owned 
plantations disintegrated under the 
guise of “Ceylonization” the 
factories sold as scrap 


Tea output up in North India 


The tea crop in North India for 
the first three months of the new 
crop year, April Ist, 1956, to June 
30th, 1956, is up 8.44% over the 
previous year's same period, accord- 
ing to the United States Department 


of Agriculture. 


SEPTEMBER 1956 


The three months total tor 1956 
is 125,065,130 Ibs., compared to 
115,338,883 Ibs. produced during the 


same period in 1955, 

The average production for the 
past three years, not including 1956, 
for the same three months period, 
April through June, is 113,233,907 
Ibs. 

This year's June tea crop in 
Northeast India has broken the pre 
vious record of 1950 by a full 5 


000,000 Ibs 


Seeds, nylons among Tetley offers 
Premium promotions by the Tet 
ley Tea Co., New York City, have 


| 


included an erght-packet assortment 
of flower seeds for 25 cents and a 
Tetley Tea boxtop. 

In another Tetley deal, stretch ny- 
lons were offered for $1.00, with a 


Tetley Tea boxtop 


Tea container is Plee-Zing premium 


The container in which Plee-Zing, 
Inc.. Evanston, Ib, recently packed 
its one-quarter pound bulk tea was 
itself a premium 

The container was a reusable poly 
ethylene item, which Plee-Zing sug 
vested be used by the housewife as a 


refrigerator dish 
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To insure product quality all the way, 
APL makes its holds teapot-clean before 
taking tea aboard, guards this delicate 
commodity with expert stowage and “‘cli 
mate control” through the latest dehu 
midification systems 

See your Freight Forwarder or Broker 
for schedules and bookings ... Make the 
“Presidents” part of your distribution 
system today ! 
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Product deals, container 
premiums, self-liquidators 
mark tea packer offers 


Premium promotions are widely 
used in the merchandising of both 
tea and coffee, But it is more preva 
lent, proportionally, for tea than for 
coffee 

This fact was confirmed by the 
seventh annual survey of premium 
use by coffee and tea firms, conduct 
ed as a service by Corrrr & TEA 
INDUSTRIES, formerly The Spice Mill. 

The survey showed, however, that 
the postwar spread of premium pro- 
motions among coffee and tea pack- 
ers has gone into reverse this year. 

Fewer coffee and tea companics 
are using premium promotions than 
in 1955—-the first year since the sur 
veys were started that more com 
panies did not turn to this merchan- 
dising weapon 

But while fewer packers are using 
premiums this year, those who do 
are tending to do so more intensive 
ly, the 1956 survey showed. 


A little less than half the survey 
respondents—49%—listing premi- 
um offers said their promotions were 
on the same level as last year. But 
nearly as many, 44%, noted that 
their premium promotions so far 
this year had increased. Only 7% 
noted a decrease 

Household items, ranging from 
blankets to cookware, have become 
even more dominant as premium 
items in these fields. They now 
account for 83% of the offers, 
against 68% in 1955 and 679% in 
1954. 

In one respect, tea premiums dif- 
fer markedly from coffee deals. Much 
more common in tea merchandising 
is the offer in which the product 
itself is the premium, 

One large tea packer, for ex- 
ample, ran a deal in which 16 extra 
tea bags were piven to the consumer 
for only 1¢ with the purchase of a 
box of 48's, 

Also frequent in tea, and almost 
entirely absent in coffee, is the con- 
tainer premium, In these offers, the 
tea is packed in a container which it- 
self is reusable. Most often the con- 
tainer is a decorative tumbler, In at 
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Complete range of items, 
available as individual 
pieces or packaged sets. 


New Kensington, Pa. 
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least one instance the container was 
reusable as a refrigerator dish. 

Deals of this type are most often 
based on bulk tea, sometimes on tea 
bags, 

One promotion used an 18-ounce 
crystal iced tea glass as a premium 
to introduce a new type of tea bag. 
The bag was a three-ounce pack, in 
aluminum foil laminate, to make 
three full gallons of iced tea, ac- 
cording to the packer. They called 
it a family-sized iced tea bag for 
home use. 

As is true of virtually all tea 
premiums, this one, too, was backed 
by advertising. But the advertising 
was, if anything, less extensive than 
in most instances. Mats and co- 
operative newspaper space were sup- 
plied by the packer to local grocers. 


Types of offers 


For coffee and tea packers con- 
sidered as a whole, the 1956 survey 
showed give-aways in first place on 
types of offers, with combination 
deals second and self-liquidators 
third. Last year,  self-liquidators 
were the most frequent type of offer 
for all respondents. 

This year's trend away from self- 
liquidators was less visible among 
tea packers, however, than coffee 
roasters. Tea men still are giving 
this type of offer first place in 1956, 
according to the survey. 

For both coffee and tea packers, 
the shift in method of delivery is 
from distribution through the food 
stores to mail from the plant, from a 
premium service house or from a 
premium station, 

Although they use more premium 
promotions, in proportion, than cof- 
fee firms, tea packers have smaller 
budgets, even none at all in some 
instances, for this merchandising. 

The reason is, of course, the great- 
er prevalence of the self-liquidat- 
ing premium in the tea picture. 

Several tea packers, in survey re- 
plies, noted that their premium bud- 
gets were so nominal they could not 
be stated in terms of perceptible per- 
centages of gross sales. Yet these 
packers were among the heaviest 
premium users in the industry. 


Tumblers offered by M. J. B 

A set of eight tumblers was used 
by the M.J.B Co., San Francisco, to 
promote sales of its tea. 

The set was offered for $1.75, 
with a boxtop from M.J.B tea. 
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Premiums 


Hawaiian plant, Thermo hag 


among Lipton Tea offers 


Premiums offered by Thomas J 
Lipton, Inc.. Hoboken, N. J., the 
country’s largest tea packers, in 
cluded two widely varied items 

One was a Hawaiian Ti “good 
luck” plant, a small log-like section 
of root which turns into a three 
foot plant when placed in water. 
Lipton said South Sea Islanders be 
lieve the plant “keeps evil spirits 
away. 

Consumers could obtain a Ti 
plant for 25 cents and a Lipton 
boxtop. 

Another Lipton offer was a 
Thermo insulated bag, offered for 
$1.00 and a boxtop It was ex 
plained that the bag was a $2.39 
value. 

The Thermo bag offer was one of 
the big guns in the company’s iced 
tea campaign this summer. 

The premium was advertised in a 
four-color ad in Life, and in ads in 
Parade, This Week and other Sun- 
day supplement sections. It was also 
promoted via Godfrey's Talent Scouts 
on network radio and television, and 
by a national 24-sheet poster and car 
card campaign in major market 
areas. 


Lipton’s Anderson heads 


Premium Merchandising Club 


Robert Anderson, assistant to the 
sales promotion manager of Thomas 
J. Lipton, Inc., Hoboken, N. J,, 
has been elected president of the 
Premium Merchandise Club of New 
York, which is affiliated to the Pre 
mium Advertising Association of 
America. 

Mr. Anderson, who has been a 
member of the association for the 
past year and a half, previously 
served as treasurer of the group, 
which is composed of users and sell 
ers of premium and sales promotion 
items. 

Chief activity of the association is 
to further new ideas in premium 
and promotion work and to sponsor 
premium shows. 

Three hundred and fifty members 
compose the New York club. Simi 
lar clubs exist in Chicago, San Fran 
cisco and Dallas. 
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Reed & Barton... a product with 
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SONATA .. . a pattern 


in Stainless with the fluent 


forms of classic simplicity 
... from the oldest flat- 
ware manufacturers 


Reed & Barton. 


To learn how a small investment 
will net you high sales returns 
write today to 


SCIENTIFIC SILVER SERVICE CORP. 
690 BROADWAY 
NEW YORK 12, N.Y. 
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business sessions 


(Continued from page 11° 


W Buk 
SIF 
° 5} // Ne) (0. chairman of the Brewing Committee of the Tea As- 


sociation 
514 10th St, N.W., Washington 4, D.C. Sir James Jones, C.B.E., deputy chairman of the board 


inatenste Btetetintars et of James Finlay & Co., Ltd. He's coming over from 
London to take part in this year's convention. 


High Grade BUSINESS and EXECUTIVE GIFTS Leo Burnett, chairman of the board of the Leo Burnett 


Jewelry, Silverware, Luggage, Leather Goods, Gifts, », one of the pioneers in advertising’s creative develop 
ment. He appears publicly only two or three times a 


Lighters, Appliances, Cutlery, Sporting Goods. year, with stimulating challenging views on business 


COMPLETE, Fully illustrated catalog, mostly in color, marketing problems. 

loaned free to Business Firms on request. Orville W. Johler, vice president of the Independent 
Grocers’ Alliance. He is the advertising and promotion 
specialist for the largest voluntary group in the country, 
which has been making great strides in tea these past 


JIFFY PICTURE HANGERS | years 


OVER 300 MILLION IN USE Warren Cousins, vice president of A. C. Nielsen Co 


whose special interest is keeping track of tea’s progress 
He will present a picture of how tea is doing and where 


No Hammer! No Nails! Holds 15 Ibs! 
PKG 3 for 10¢ 6 for 19¢ Russell Z. Eller, advertising manager for Sunkist 


Growers, Inc. He is spokesman for one of the oldest, 
most successful industrywide marketing cooperatives, 


JIFFY ENTERPRISES, INC. which is vitally interested in tea because lemons arc used 


(NEW ADDRESS) 150 N. 13th STREET with 22.7% of hot tea and 57.5% of iced tea consump- 
tion 

PHILADELPHIA 7, PA. One of the highlights of the program will be a World 

= ae: Tea Production Panel headed by Rob Compton The 


panel will consist of such leaders of the industry as 


Jacobus Frank, of the Jacobus Frank Co.; Philip Hellyer, 
Hellyer & Co.; Henry P. Thomson, Henry P. Thomson, 
Lasko Metal Products, Inc. Inc.; Jack Halloran, Salada Tea Co, 
4 : From the above, I'm sure you'll agree you are going 
Quality Products since 1906 to have the best business sessions ever, You just can 
not afford to miss the business sessions and you won't 
Automatic Pop-Up Toasters, Electric Fans, want to miss the fun and good fellowship of the rest of 
the program 
Electric Skillets, Heaters. Stool Ladder. The social end of the program will be the best ever 
In fact, we are going overboard on this one. On Mon- 
day evening, we will have ‘Pirate Night’’—a night long 
to be remembered. There will be swaggering Long John 
438 West Gay St., West Chester, Pa. Silvers and their ladies and, in general, a swashbuckling 
air will prevail. 
On Tuesday, the Mardi Gras formal ball will take 
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THE FAMILY CIRCLE BIBLE 


Most Loved and Wanted ° 
Book of AN Time Electric Blankets 


© Will open more new accounts @ Will re- 
activate old accounts @ Will build more good 


it @ Will be ¢ d th th 

item © Will help you move more merchandise. World's largest producer of famous brands. 
OTHER TOP-FLIGHT Attractively Gift Packaged ° ° 
erent WINNERS Wanted on Sight — kay B Tal — Lowest priced meme highest rated. 
Coe Write TODAY for full details 


(hott Protestant atu 4 
special prices, etc 


Catholle editions) 


sew wou tio by | UNIVERSAL BOOK & BIBLE HOUSE 330 Fifth Avenue, New York |, N. Y. 


eyclopedia vol Dept. TC 1010 Arch Street 
umes) Philadelphia 7, Pa 


5? COFFEE & TEA INDUSTRIES and The Flavor Field 


2 | 
he. 
Te 


place. There will be music galore, Dixieland jazz, Basin 


Street blues, parades, costumes, and everything possible 


to make sure that you enjoy yourself 
Don't forget the date—September 23rd—when the 


good ship Jolly Roger will be in full sail, It will be 


nice to have you aboard 


social program 


(Continued from page 11) 


sociation will round it out with an eye patch, cutlass and 
pirate hat 

The women need only a split skirt and blouse. They 
will be provided with large silk bandannas and tremen 
dous gold earrings 

The entertainment Monday night we want to keep as 
a surprise, Surprises galore are in store for you, A totally 
new and different type of show has been put together 
The only repeat idea you'll find at Wentworth is Henri 
Nolette and his orchestra. As you'll recall, this aggrega 
tion was a smash hit last year, the best we had ever had, 
and we signed them up early to be sure the music would 
be first-class 

It'll be ‘sixteen men on a dead man’s chest, yo ho ho” 

and tree drinks all night long on Monday 

Tuesday there will be an association sponsored cocktat! 
party in honor of the president elect of the Tea Associa 
tion. Then a gay dinner in New Orleans, and on to the 
Mard: Gras Formal Ball 

Tuesday is a more relaxed even.ng, a little more formal 
But it will still be lively enough, with authentic decora 
tions, more of that surprise entertainment, Henri Nolette 
valuable favors, and all refreshments “on the house 
To help put everybody in the mood and to add a note of 
mystery, the Tea Assocation will supply the men with 
black masks, and the women with lovely rhinestone 
studded tiaras and silver and gold masks 

Both evenings there will be unusual activities, giving 
everyone an opportunity to “get in the act” 


See you at the Wentworth . 


U. S. tea now—and in the future 


(Continued from page 9) 


lasting and solid achievement for tea 
During the past 18 months, the tea trade proved that 


4 
{  PERMA-GOLD 
‘ 
> the only ironing cover with a . 
‘ WRITTEN GUARANTEE 
‘ against burning and scorching. ; 
TEXTILE MILLS CO. 
2762 N. CLYBOURN AVE., CHICAGO 
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BARTLETT-COLLINS CO. 


Glassware Manufacturers 


Consumer recognized value in decorated 


Table Glassware, Tumblers, Pitchers, etc., 


packed as sets or bulk. 


Sapulpa, Oklahoma 


IMPORTED WOODENWARE 


Promotional items — Popular Priced — Write 


for circular W. 


L. SKALNY BASKET CO. 


655 Pullman Ave., Rochester 15, N. Y. 


YOU CAN'T GO WRONG 


NO COST TO YOU 


Hosiery is a favorite because of its sales-appeal to women— 
especially full-fashioned, quoranteed firsts. All consumer requests 
are handied by us. There is absolutely no cost to you and no 
stock to carry. We report to you monthly. 


FEATURE 2 PAIRS STRETCH NYLONS 


This exceptional offer will make sales volume rise! Two pairs 
of smart, Dupont Stretch Nylons for the low cost of $1.25— 
reqular value $4.00—an offer that no woman could resist. Write 
or wire today for particulars. 


SEE US AT THE PREMIUM SHOW ) 


Use coupon, write or wire for particulars. 


Hall Bros. Dept. 1 9 
HALL mm Snow Shoe, Pa. 


Please rush details on Stretch Nylon deal. 


BROTHERS 


Name of Company... 


SNOW SHOE, Address 
PENNA. 


Salad Bowls—Pepper Mills—Bread Boards— 
i 
: 


q 
} Mitchell Rubber Products, Inc. ; 
4 
Exclusive mfrs. Two-Tone lettered rubber 
7 4 
} mats. Initial, Welcome, Personalized—proven } 
4 
| sellers. Write for particulars. 
7 4 

4 
2134 San Fernando Rd. 
4 
Los Angeles 65, Calif. 


SALMANSON & CO., INC. 


Aristo-Lite folding aluminum furniture—top 
quality—low price—perfect for the coffee 
trade. By Sunray. 


1107 Broadway, New York 10, N. Y. 


NO MORE NYLON GREY... 
WASH IT AWAY 


with famous 


NYLON BRITE 


WASHES—WHITENS 
ENDS NYLON CLINGING 


4 product of 


HOUSEHOLD RESEARCH CORPORATION 
CAMBRIDGE 38, MASS 


BIG PREMIUM OFFER!! 
Regular 5% LENTHERIC TWEED PERFUME | dram 
World-famous, genuine, original perfume 


Only |S¢ each up to 1000 
Over 1000 only 10¢ each tax included 


BELOW MANUFACTURERS COST! ! 
ONCE-IN-A-LIFETIME BARGAIN | | 


PACEMAKER PRODUCTS 


96. 98-100 Prince St. New York 12, N. Y. 


it had avoided the prime danger of our early, almost 
immediate success. 

The hazard was complacency and the attitude, brought 
about by complacency, of “There, that’s done!” 

The job will never be done. 

Only now, in fact, do we have a chance really to be- 
gin the job. Now we have the measure of our industry, 
and the fact that it has responded aggressively and 
creatively to the challenge that it faced is proof of its 
ability to meet the future on its own terms. 

We are continuing to work, throughout the industry, 
to consolidate our gains, 

Our estimate of a 2% increase per year is not as modest 
as it may seem, reduced to paper. In fact, this amount 
would double tea sales over a period of 25 years! 

We are still on the road to that eventual goal. 


Climate of opinion 


The climate of opinion in the United States is more 
favorable today than it was when the campaign first be- 
gan. More people are thinking about hot tea in terms 
that make it an acceptable, welcome part of their meals 
and their daily lives. Iced tea is a summer beverage 
still more responsive to the whims of temperature than 
we would like. Nonetheless, we can say it is accepted as 
a favored summer beverage at every social level. 

Tea has positive virtues as a beverage, hot or iced. 
Our research has shown them clearly, and our campaigns 
have shown that emphasizing these aspects creates sales. 

We know that there is very little “spontaneous” de- 
mand for tea, whatever its virtues. The consumer must 
be reminded, must be shown, must be told—often enough 
to be effective, effectively enough to be convinced. 

We know that it is one thing to be a ‘sometime’ tea 
drinker (almost everyone drinks tea on occasion) and 
quite another to be a habitual tea drinker, This latter 
group makes up less than 20% of all tea consumers 
yet accounts for more than three-fourths of our sales. 

We know that the job, if it is to be done, must be 
carried through at every level. The entire industry 
must—and I believe that it has clearly shown that it 
will——sell tea on a positive, constructive basis, 

“20, per year” 

We know that the "2% per year” road is not a smooth 
one... nor should we expect that each year the gain 
will be exact and even, There are bound to be times 
when we gain more, years when we gain less. 

If tea were alone in its desire for an increased market, 
the accomplishments of our objectives would be a 
simpler matter. But no other beverage is going to stand 
still and watch us try to capture more of the market 

From the standpoint of money spent, the tea industry 
is well behind almost every competitive beverage. There 
is no need to quote advertising budgets to prove that 
point. It is a well-known fact. 

But the tea industry has never been short of one thing 
ideas. The future of our trade depends on them. 

With the idea that we can creatively expand our 
market, with the idea that we can and must find better 
and more effective ways to bring our message to the con- 
sumer, with the idea that we can meet and overcome 
problems that will arise in the future as they have in 
the past, the future of tea in the United States is a bright 


one, 
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“Tea today—and tomorrow” lends itself to an examina 
tion of the current picture in tea, and decisive trends 
internationally, within the United States, in your own 
territory, for your own company. 

The “fact reference’ section in the preceding pages is 
designed to be a basic trade supplement to the 1956 
convention of the Tea Association of the U.S.A 

Much of the material will have a lasting value. Many 
of the articles present new information, new ideas. 

We don’t agree with everything all the authors say 
In at least one instance, our ideas are directly contrary 
to a basic policy advanced by an authoritative writer. 

But most every one of the articles is uniquely stimulat- 
ing. They should, in all, contribute to clearer, sharper, 
more constructive thinking. 

In case you passed over them, we'd like to pick out 
just a few of the observations in the “fact reference 
section: 


* * 


“Our estimate of a 2% increase per year (in U.S, tea 
volume) is not as modest as it may seem, reduced to 
paper. In fact, this amount would double tea sales over 
a period of 25 years! 

“We are still on the road to that eventual goal.” 

Edward J]. Vinnicombe, President, Tea Association of the 


U.S.A. 


* * 


“In only the last ten out of 4,000 years have we seen 
any significant efforts to unseat the classic methods of 
tea preparation. 

“News has come to us from England of new ways 
to make tea brewing easier and more convenient. Similar 
progress has been taking place in this country over the 
past three years 
however, 


“These, are not the only recent develop 


Characteristics of certain 


Materials for 


ments to affect tea brewing. 


teas being produced today are different 


brewing containers are being introduced which were 
either non-existent a few years ago or in a state which 
made them undesirable for tea preparation 

‘There are distinct objections to C. T. ¢ (crush 


tear-curl) usc in this country, as its keeping qualities 
are not as good as the harder leaf of the old type of 
manufacture. Once it is established as a component of 
a blend, it should be used regularly to maintain a con 
sistent product, thus limiting the blender in his selection 


and price 
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Tea today — and tomorrow 


Robert Compton, chairman of the Brewing Committee 


of the Tea Association of the U.S.A 
* + 


‘To capitalize on potential volume of sales, greater 
competition in advertising and sales promotion is neces 
sary. One packer accounts for somewhere around 65% 
of packaged tea sales on the Pacific Coast. Such a situa 
tion is not healthy. The same packer would welcome 
more competition in advertising and merchandising to 
make potential customers more aware of tea, The same 


the Atlantic 


several major brands are fighting for their share of the 


situation does not exist on Coast, where 


market 
“The wild West ts still an undeveloped wilderness in 
terms of tea volume.” 
R. A, Manning, president of the Western States Tea 


Association 


“We expect that when the (new automatic) urn is 


made available and the problems of pot breakage and 


lack of uniformity in quality due to present brewing 


methods have been eliminated, both hot and iced tea 

sales will soar far beyond anything we have ever known 
James V. Malone, of Institutions Magazine, quoting 

Mrs. Frank Mangam, Sr., 


Lyons, 


of Mangam's Chateau Restaurant, 


the target of production (of tea in India) for 
1961, when Year Plan 
completed, has been fixed at 700,000,000 Ibs.’ 
M. Gopala Menon, Consul General of India, New 
York City 


the second Five will have been 


* 


“Tf the producers (of tea in Ceylon) can undertake re 
planting of even 1% of the acreage for each of the next 
ten ycars, there can be a substantial increase in produc 


25¢ 172,000,000. Ibs 


tion, estimated at + ofr 
Annesley de Silva, counsellor of the Embassy of Cey 
lon, Washington, D. C 


It is estimated that this (Pakistan's new Five Year 
Plan) should raise production capacity to 60,000,000 Ibs 


per annum by 1960, and the target for 1966 1s 80,000,000 
Ibs.” 


A. Salim 
York City 


Khan 


consul general of Pakistan in New 
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A good cup of coffee can give busy people new drive... 
hi rr f ff } } a Today no coffee container 

yut nothing can be done tor collee that has lost its Tresh in the world can offer you 
ness. That’s why Canco engineers invented the vacuum better flavor protection 
can in the first place—to protect the good coffee you roast as She vee pee 
right up to the time consumers enjoy it. 


Gp American Can Company New York + Chicago - San Francisco 
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A system which gives our management sales figures daily, 
before merchandise is shipped—without impairing customer 
service—has virtually eliminated back-order problems for 
the Manhattan Coffee Co. 

Difficulties concerning back orders have for years been 
one of the occupational haz 
ards of the coffee 
field. Like the 
food industry, our business 
is one of quick turnover. In 
our field there are plenty of 


roasting 


rest of the 


suppliers, so it’s up to us to 
deliver—and deliver prompt 
ly—if we want the business 
With the help of a new two 
-in-one office machine, backed 
by special paperwork design, 


we are doing exactly that 
Our headquarters are in 
St. Louis, and our key marketing area is within the several 
Our among the 
leaders consumed in this market 
other brands under private labels and sell our own brands 


states surrounding the city brands are 


In addition, we package 


in selected markets at more distant points. 

Our major customers are supermarket chains and food 
distributors. To a lesser degree, we sell the restaurant and 
hotel fields with institutional packages. 
orders from these customers is essential. 
is short of certain items, we must know quickly so that 
effective action can be taken before there is any danger of 
failing to ship a customer on schedule. 

Orders come into the office from a sales force covering 
The amount of merchandise handled 


Speed in processing 
If our warehouse 


our entire sales area 
daily, as well as the paperwork involved, is bound to create 
problems if it isn't processed quickly and efficiently. Among 
the chief headaches, of course, were the perennial back 
orders 

An analysis of these back orders revealed—as is 
a fairly simple weakness: our paperwork was not 
Simply 


often 
the case 
geared to keep pace with modern merchandising 
stated, we were trying to do too much with one piece of 
paper. 

Orders are written in the field by the salesmen 
some time, we had used a three-part unit set for these 
orders. The first copy went through some eight handlings 
before being presented to the customer as an invoice, The 
second copy had to make do for sales analysis and other 
statistical work, while the third copy became our account 
There was no provision for back-order handling 


For 


receivable. 
no way of processing the order completely and efficiently 

if we didn’t have all the merchandise called for in stock 
Coffee packing is very much a day-to-day business, and 

back-ordering should be no problem, but with insufficient 
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how we eliminated the back-order problem 


By J. H. ROBERTS, Controller 
Manhattan Coffee Co. 
St. Louis 


paper for production control we often processed paperwork 
through to our shipping department only to find the mer 
chandise was not available for shipment. Obviously, if we 
could get sales data to production control as fast as shipping 
information got to the warehouse, we could come ve ry colse 
t» eliminating out-of-stock conditions by gearing production 
more closely to daily sales, 

To accomplish this, we installed a Friden Computyper 
and set it up to produce enough paper to keep all phases of 
management informed on the daily sales picture, The 
Computyper is a combined electric typewriter and calculator 
operating at high speeds, It resembles a standard typing 
desk; the IBM typewriter at the working position 1s con 
nected electrically to a Friden Calculator. The Calculator 
is mounted in about the same position a bank of drawers 
would occupy. Through the electrical hookup, the typewriter 
serves as input and output to the Calculator. 

In typing invoices, the operator merely types weight or 
information and unit price, then enter 
While she is doing this, the calculator auto 
Then she merely 


unit goes on to 


descriptions. 
matically extends the price information 
touches the activator key, and the typewriter prints the ex 
tended amount. This machine, therefore, provides us with 
a virtually foolproof, high-speed bookkeeping unit with addi 
tion, subtraction, multiplication and division 

To get maximum benefit from this new combination, we 
arranged for forms and feeding devices to be designed and 


on page Al) 


(Continued 


The Friden Calculator, linked electrically with a typewriter, is housed 
in the righthand portion of the Computyper's desk. Equipped to 
handle Kant-Slip continuous forms, it enables Manhattan Coffee to 
develop full management information in less time than used to be 
required merely to extend and post handwritten invoices. 


- 
‘2 
: 
; 
; 
3 
4 
“5 
j 
> — 
= 


MEMBER OF 


NEA 


IMPORTERS, ROASTERS, RETAILERS 
OF FINE COFFEE 


Represented in 
BRAZIL AND COLOMBIA 


By the 


AMERICAN COFFEE CORPORATION 


THE GREAT ATLANTIC & PACIFIC TEA CO. 


Coffees 


LEONIDAS LARA & SONS we. 


99 WALL STREET NEW YORK 5, N. Y. 


Cable: 


Telephone: Digby 4-8777 NYLORENA 
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This 15 the fourth of a series of articles on the development 
of soluble coffee in various countries around the world, as 
seen by Dr. Heyman 

Dr. Heyman 1s associated with Foster D. Snell, Inc., con 
sulting engineers, in the building of soluble coffee plants 
here and in other countries. 

Dr. Heyman formerly owned and operated his own soluble 
coffee plant. He was awarded a Certificate of Appreciation 
by the U.S. Onartermaster Corps for his work in de velopiig 
the first soluble coffee for Army use 


The opportunity to prove that I could make soluble 
coffee with the finest flavor ever been produced was as 
much an incentive as anything else for me to undertake 
to build a soluble coffee plant in Manila. I had made 
an intensive study of coffee flavor for a period of a 
great Here was an opportunity to utilize 
my studies and theories 

Coffee flavor, like Jason’s golden fleece, has been sought 


man y years, 


Disappointed scientists have never been able 
though they knew, of course, that it ex 
flavor has 


by many. 
to find it, 
isted. A 


been conducted by many capable men over the years 


vast amount of research on coffee 


Their findings have always been recorded as “proba 
bilities’, 

I had, however, actually been able to isolate the flavor 
Therefore I knew how to 


not definite facts 
component of roasted coffee, 
capture it in soluble coffee. 
The reasons why many scientists had never been able 
to isolate the flavor of coffee before are quite plain. 
Flavor in the roasted coffee bean depends largely on the 
classifications 


green coffee berry, There are two main 
of coffee, Arabica and Robusta. Of course, there ts also 


a third, Liberica, but this type is of minor importance 
field 
Arabica coffee is the true coffec 


in the commercial 


species ind ic be 
lieved by many that Robusta is not really coffee but a 
With the Ara 


bica species, there are many types of flavor in the final 
that not 


very close relative of the coffee species 


roasted product It is believed only is this duc 
to the particular tree on which the coffee is grown, but 
altitude of the 


cherry, and, of course, method of curing and preparing 


also to soil, climate, degree ot ripeness 
the beans for export. 

Arabica coffee shipped from the port of Santos, Bra 
zil, is vastly different and superior in quality of flavor 
to the Rio coffee shipped from the port of Rio de Jantero 


I recently discovered what fraction of the flavor in 


gredients in Rio coffee is responsible for the “Rioy 
flavor. Studies on a method of correcting this ‘objec 


tionable’” flavor are underway in our laboratories at the 
present time 
But again, flavor preference is a matter of individual 


flavor in instant coffee 


By Dr. WILBERT A. HEYMAN 


round the world with solubles 


taste. Some parts of the United States preter this strong 
“Rioy” flavor in a high roast coffee mixed with chicory 
Yet every green cotfee expert knows there is a vast dif- 
ference between the flavor of Rio and Santos cottees 
But what about the Arabica coffees known as “milds”’ 
that are grown in Colombia and other Latin American 
and Central American countries? These cottees are 
again very different in flavor from the sharp Brazilian 
Arabica cotfees exported through the ports of Santos 


and Rio de Janiero. It certainly isn't the effect of the 


ports of embarkation, but rather the climate and soil in 
the adjacent growing areas 

From the standpoint of soluble coffee, a green coffee 
which will produce a strong pungent coffee aroma of 
good quality and without any “Rioy’, hidey, or other 
objectionable foreign flavor, is far more desirable tor 
the manufacture of good soluble coffee than a coffee lack 
You make a silk 


cant 


ing these characteristics purse 


out of a sow’s ear 
Robusta coffee is definitely lacking in the 


strong pungent aroma of good roasted Arabica cottee 


desirable 


Robusta coffees are grown at low altitudes and in many 
countries, including the Philippines, but Africa ts the 
principal source. The Robusta type is preferred by many 


estates because it 1s more resistant to disease and easier 
There 
vation, and it is usually more abundant in weight per 
tree. Although it usually sells at a 
growers have found it profitable during the present high 


cottes 


s more land suitable for its cults 


to cultivate 


much lower price 


prices for 


(Continued on page &2) 


By DOUGLAS WOOD 


“Our coffee is really fresh . . 
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GEORGE SIROTA COMMODITY CORP. 


MEMBERS 
GREEN COFFEE ASSN. OF NEW YORK CITY, INC 


SIROTA & CO. 


MEMBERS 

NY. COFFEE & SUGAR EXCHANGE 
AND OTHER LEADING 
COMMODITY EXCHANGES 


* 2 BROADWAY 
NEW YORK 4, N. Y. 


Several 4 bag PROBAT roasters 
installed in a leading Belgian 


coffee roasting plant. 


EMMERICHER MASCHINENFABRIK 
Emmerich/Germany 


Sole representatives for 


the U. S. A.: 


Tempo Vane 
Manufacturing Co. 


Everything for the Coffee 
Industry p i} T 
330 First Street PRUBAD 


SAN FRANCISCO 5 
California 
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Part of a Woodward Store window display Ore of PACB's 


in successful "Coffee Week" promotion. 


14 units in a huge, ani- 


mated exhibit of ‘The Story of Coffee”. 


Tie-in coffee displays in grocery section 


“Coffee Week” builds store traffic, sales 


One of the most highly successful promotions of coffee 
in Canada was recently conducted by the Woodward 
Stores, Ltd., of Vancouver, B. C., with the cooperation 
of the J. L. Trumbull Co. and the Pan-American Coftec 
Bureau. 

The center of the store’s promotion was PACB's huge 
14-unit animated exhibit, “The Story of Coffee—from- 
seed-to-cup”, which was highlighted by a special “Coffee 
Week at Woodward's” held August 2nd through 11th 

More than 26,000 persons visited the exhibit on display 
on the store's sixth floor and purchased over 5,000 cups 
of coffee. 

T. R. Farrell, vice president of the store, which claims 
to have the largest food department in the world, con 
sidered the promotion a very successful one for the en 
tire store. 

“As for our coffee volume, our sales were 
“However, we feel that a Lg vod deal 


up approx! 
mately 10%," he said 
of this type of promotion is missionary work that pays 
off at a later date”’ 

Here are some of the ways the store publicized this 
special promotion: 

To announce the opening of the exhibit, the store ran 
full-page color advertisements, scented with coffee es 
sence, in the two leading Vancouver newspapers, the 
the Province. The first advertisement of its 
essence in newspaper 


Sun and 
kind to use coffee 
ceived favorable editorial and public comment 

Releases and background material for publicizing the 
exhibit were prepared by PACB for use by the store 
These appeared in the two newspapers, and three leading 
columnists wrote special features on the exhibit 

One entire display window of the store was devoted 
It featured a large, plastic cup approximately 
A mixture of anti-freeze, water and 


print, it re 


to coffee 
two feet in diameter 
dry ice gave the illusion of a steaming cup of coffe 
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The day before the exhibit opened, the government 
owned television station devoted a ten minute 
to the exhibition. Ned K. Roush, PACB's field 


sentative, invited to and he discussed the 


program 
repre 
was appear, 
history and background of the exhibit 

On opening day, the local radio station held a special 
two hour broadcast in the store, interviewing visitors to 
the exhibit 

To promote the 
merchandise, special tables were placed throughout the 
exhibit on which china, food items containing coffee, and 
other household goods were attractively arrayed. Special 


store's related food products and 


coffee recipes, prepared by the stores food expe rt were 
available in printed form 
A large container resembling a coffee cup was filled 
with coffee beans and the publi was asked to vuess 
the correct number it contained Twelve vlass coffec 
makers were offered as prizes 
Coffee bar, too 
Promoting the store's own coffee brand, a service 
bar near the exhibit provided coffee and biscuits for 


ten cents. The purchaser received a sales slip which 


entitled him to ten cents credit on each pound of the 
store coffee he bought 

PACB's film, “Here's Your Coffee’, was shown every 
half hour at end of the hall Fables and 


chairs were provided so that customers could drink their 


one exhibit 


coffee as they watched the film 


week, store employees wor plasty 


During the entire 
lapel badges which invited the customers to see the 
exhibit. Flyers, large posters and bulletins were placed 
calling attention to the display 

The loan of the coffee exhibit from the Pan-American 
Coffee Bureau was arranged through the J L. Trumbull 


Co., Vancouver, the Woodward Stores’ coffee supplier 


throughout the store 
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C. A. MACKEY & CO. 


Incorporated 


IMPORTERS - COFFEE 


ESTABLISHED 1914 


111 WALL ST. NEW YORK 


New BREWMATIC 


AUTOMATIC COFFEE MAKER 
Plugs In To Any 110-Volt Outlet! 


Now! An automatic coffee maker that’s almost as easy 


to install as plugging in a lamp cord! Put it anywhere gy tr 
without special wiring or installation. Simply plug in udeeiiiaas 
the amazing new Vaculator BREWMATIC to any con- PLUMBING! Pan 
2 venient 110-volt A.C. outlet. Connect it to any water NO COSTLY \ 
a line, hot or cold. That's all! Just touch a button and INSTALLATION! | 
J the new BREWMATIC brews a full half gallon of de- | 
licious coffee in just 344 minutes .. . fills the decanter 
.. then shuts off . . . all done automatically at the f 
touch of a button! See BREWMATIC—the coffee maker 
that does more, costs less! 
See Your Dealer Or Write : 
just touch 
button 
. \ 311 NORTH DESPLAINES STREET, CHICAGO 6, ILLINOIS 
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manufacturing coffee and tea 
for automatic merchandising 


This article is from a paper presented to a meeting of 
the Pennsylvania Academy of Science im Indiana, Pa., earliey 
this year 

Kwik Kafe Processors of America 
affiliated with Rudd-Melikian, In 
of hot and cold drink dispensing machines 


Hath ro, Pa 


ACLHVEVS 


Ti 


leading 


Maintaining high quality, flavor, aroma and proper 
Viscosity are paramount problems in the manufacture of 
commodities for use in automatic merchandising ma 


chines 

The coffee break has become standard practice in count 
less business and industrial plants throughout the country 
To make it easier for the employee and save time for 
the employer, automatic vending machines dispensing hot 
drinks have been installed in many mills, factories and 
othces 

We are in the business of processing and supplying 
commodities for use in these automatic merchandising 
machines. We have an affiliated company, Rudd-Melikian, 
Inc., that manufactures a full line of hot and cold drink 
dispensing machines. It is our job to furnish high quali 
ty, flavorful for 
These items are liquid coffee concentrate, liquid tea con 
The standards for thes« 
for 


commodities use in these machines 
centrate and chocolate syrup 


are a deal those 


commodities different than 
home consumption. 

Automatic hot coffee dispensing machines must be de 
signed to deliver (1) a high temperature drink; and 
(2) the drink must be of high quality and have good 
flavor and aroma. 

The machine, being automatic, is expected, when a 
button is pressed, to deliver the drink selected and in the 
form ordered by the worker; e.g. coffee must be de 
livered to the cup black, with cream, with sugar or both 

In the case of coffee, freshly brewed coffee is the meas 
ure by which all other types of coffee are judged. If a 
cup of coffee from an automatic dispenser gives off a good 
aroma and has good flavor, the person drinking it does so 
with more relish because all his senses respond. On the 
other hand, if the aroma is poor, the drinkers senses 
are not alerted with anticipation 

To set the problem somewhat straight in your minds 
it might be well to tell you something about the ma 
chines from which our products are served. The ma 
chines of our affiliated company use only liquid commod: 
Since liquid commodities deteriorate rapidly at 
all machines are designed with re 


great 


ties 
room temperature, 
frigerated compartments for the storing of liquid coffee 
fresh and liquid 


concentrate, chocolate cream 


The commodities are served into a disposable 


syrup, 
sugar 
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By DR. FREDERICK R. GREENBAUM, Chief Chemist 


Kwik Kafe Processors of America, Inc. 


Greenbaum in 
of 


tea 


Dr 
spects a sample 
liquid 
after 
from a 
The pro 
Rudd 


automatic 


a new 
concentrate 
taking it 
centriiuge 
duct is 
Melikian 
merchandising 
chines 


for 


ma 


cup through intricate electrically controlled valves that 
have been set to deliver six cubic centimeters of liquid 


coffee concentrate with six ounces of hot water and ap 


propriate amounts of sugar and cream, if desired 
There are other types of vending machines that use 
ind 


ot 


not 


such instant powdered cottes 


The 


from 


as 
flavor and 
type of 


have the enticing odor and taste so important to a fine 


dry ingredients 


powdered cream aroma of a cup 


coffee delivered this machines does 
cup of freshly brewed coffe 

Our laboratory is primarily concerned with maintain 
ing a high quality cup of coffee with as much flavor and 
We 


with liquid tea concentrates and with chocolate 


aroma as it is possible to attain are also concerned 
we 
devote most of our research time to this product 
There are a number of elements important to making 
a good cup of freshly brewed coffee: pood freshly ground 
The 


a pood liquid cofttec 


coffee, good water and a clean coffee pot same 
ingredients are required to make 
concentrate commercially 

To make our liquid coffee concentrate we first start with 
a blend of the finest coffees available on the world market 


All coffee beans come We roast, blend and 


grind to our special Spee fications and then place the pro 


to us preen 
stainless steel extractors 


We then 


using the counter 


cessed coffee beans in a series of 


These extractors are kept hygienically clean 
apply pure water to the ground coffe 
current principle to make our fine liquid concentrate 


However, if we were to stop here 


rather poor cup of coffee because of the rapid deteriora 
of At this point the liquid con 


tion flavor and aroma 


we would provide a 
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SANTOS RIO DE JANEIRO : 

- BRAZILS PARANAGUA = ANGRA 
GUATEMALA NICARAGUA 

CENTRAL AMERICANS COSTA RICA 
MEDELLIN ARMENIA MANIZALES : 

COLOMBIANS GIRARDOT LIBANO 2 


= 
= 
= 


THE WORLD'S BEST MILD COFFEES 


a FOR YOUR BEST BLENDS USE 
As THE BEST MILD COFFEES IN 
SAS THE WORLD WHICH ARE 


(Wp PRODUCED IN 
((4 \ 
< 


COSTA RICA - CUBA - 
DOMINICAN, REPUBLIC - 
ECUADOR - EL SALVADOR - 
GUATEMALA + HAITI - 
HONDURAS + MEXICO + NICARAGUA - 
PANAMA + PERU - 
PUERTO RICO - VENEZUELA 


,\ ADDRESS: FEDECAME BOX 739 


FEDECAME (FEDERACION CAFETALERA DE AMERICA) 


SAN SALVADOR, EL SALVADOR, 
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centrate is treated with an enzyme to prevent the for 


mation of gel; it is then packed in one-third and one-sixth 
gallon cans and quick frozen” 
All these things are 


concentrate flows from the extractors 


minutes after the 


The produc t IS 


done within 


kept in a frozen state until it is ready to be used in a 


dispensing machine 
note that recently we opened a can 
ot liquid coffee concentrate that had 


and found its flavor and aromarto be on a par 


It is interesting to 


been trozen tot 


five years 
with a can frozen several days prior to the test 


flavor and 


factor in Maintaining 


Another important 
aroma is that the concentrate be kept refrigerated during 
its storage in the machine at 40° F 
25 parts per 100 of 
all of the 


and we Maintain 


The extract we produce has 23 to 
total solids. By our method we retain almost 
flavor and aroma of the original cottee, 
a pH of 5.20 

The controls we 
cup of coffee will be a good cup 


machines using powdered ingredients 


have established warrants that every 
This is not true with 


This type of ma 


chine will very often serve a poor cup of coftec due 
to the stickiness of the hygroscopic instant cottee powder 
In order to overcome this. a lubricant ts added to the 


powde r which further adversely atfects the taste, Some 
vending machine attempt to make a liquid 
adding cold water to instant powder Thus 


before the horse, because 1n order 


operators 
concentrate by 
is like putting the cart 
coffee one must first produce 
powder by 


liquid 


to make an instant 


concentrate. This liquid is then made into 


| his dor 


means of vacuum of spray drying and heating 


not improve flavor, to say the least 


The writer has shown tn another article that instant 


powder loses from 300% to 40% of its flavor and aroma, 
while liquid coffee concentrate, kept frozen, retains al 
most all of the flavor and aroma locked firmly in solution 
It also has been shown that there are varying devrees 
of flavor and aroma content in various brands of powde red 


instant ¢ offee. 


A very important requirement for our coffee con 
centrate is control of pH If the pH ts below then 
the danger exists that addition of cream to the coffee will 


higher, 
We 
cottee 


If the pH is raised to 5. 8 of 


cause ¢ urdling. 
destroyed 


most of the coffee flavor and aroma 1s 
have empirically found that the best pH for our 


concentrate 1s 5.2 


important requirement for our product 
in a thin, limpid ind fluid con 
of 40°F. Be 
gums and 
the cottee 


concentrate 


Another very 


is that it must remain 


dition while being held at a temperature 
cellulose 


making 


cause coffee concentrate contains 


a gel very often forms 
concentrate thick and lumpy This type of 
will clog the ortfice and coffee will not be discharged 
three factors which promote gel 
and the 


entosanes, 


There are formation, 


namely, low pH, speed of 


or absence of enzym¢ 


freezing presence 


The optimum pH, the proper speed of freezing and 


the right kind of enzymes will prevent 
constant 


gel formation 


research im our 


These factors are subjects of 
laboratory. 

To prepare tea concentrate with total solids of 
_ fresh Formosa tea leaves are extracted with 


mately 10% 
of stainless steel tanks in much 


hot water in a 
the same manner that we make coffee concentrate 


series 
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approxt- 


Workmen closing the liquid coffee concentrate extractors at the 
Hatboro, Pa., coffee processing plant of Kwik Kafe Processors. 


The total solids content of this tea extract ts checked 


by means of its spe ific gravity When an extract reaches 
a total solids content of 12% the extraction 1s stopped 
the pH 1S brought from 4.90 to » 0) and sodium ben 


goate is added as a preservative 


We have the same | roblem with tea extract that we 
have with coffee concentrate in the matter of clogging 
valves. We have found that tea concentrate precipitates 


very badly, produc ing a sticky gum like precipitate After 


found that this gum 


substance 15 a The 
of this substance makes it impossible 


a great deal of experimentation, we 


like 


caffeine-tannin combination 


colloidal nature 
to remove by the usual filtration procedures such as 
filter presses with filter aid Filters become rapidly 


clogged so that filtration ceases 


The only Way this gum can be satist ictorily removed is 


by using a sup r-centriftuge. which removes from 1.5% 
to 2% otf solids, thus bringing the total solids content 
down to 10, and allowing the concentrate to flow 
freely through small ortfices 

This tea concentrate dissolves freely tn ice water ind 


Placed in hot water it 


tea drink 


hot tca 


will make al cle if iced 
will make 

Tea brewed from fresh leaves will contarn up to 
while tea made from the 


an excellent cup olf 
ind 40 caffeine 


or 200, tannin 


tea concentrate wil have only 3467 tannin and 107 caffeine 


It is interesting to note that the caffeine content of tea 
is twice that of coffee The average cottee contains 
ibout while tea contains Our special pro 
cessers reduce this to 1% m tea 


In the light of new medical information the reduction 


of the caffeine in either tea or coffee is of no importance 


It has been found that caffeine 1s nol harmful to health 


but rather increases mental alacrity, brings on greater 
alertness and brighter spirits 
These findings may well be the reason for the rise in 
the coffee break during World War I} 


popularity of 


In studying figures on fatigue and the rate 


accident 
put out by several insurance companies and the National 


(Car tinued on page 


— 
& > 
4 


REMINDING YOU THAT 
GOOD BLENDS ARE MADE PERFECT 
WITH 


—COMPANIA SALVADORENA DE CAFE, S. A. 


| San Salvador - El Salvador 
Cables: Coscafe 


Our second quarter-century 


L. NEUGASS & CO., INC. 


135 Front Street, New York 5, N. Y. 


COFFEE IMPORTERS 


Direct Connections with Producing Countries 


embers: NEW YORK COFFEE AND SUGAR EXCHANGE, INC, 
GREEN COFFEE ASSOCIATION OF N.Y.C., INC, 
NATIONAL COFFEE ASSOCIATION OF U.S.A. 
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New cleaner for coffee makers 
developed for use in homes 
as well as restaurants 


Trisodium phosphate, for decades the standard cleaner for 
coffee urns in restaurants, is in for competition 

New coffee-maker cleaners have been produced as a re- 
sult of the intense postwar developments in detergents and 
sOaps. 

One of the new coffee-maker cleaners, suggested for home 
use as well as restaurants, is Dip-It, a product of Economics 
Laboratory, Inc., Paul, Minn 

Dip-It is a white powder, oderless and tasteless. 
oxygen-releasing detergent. 

To clean the average home coffee maker, except if it ts 
aluminum, the device is filled two-thirds full with hot water. 
One teaspoon of Dip-It is added. The water is heated, 
without boiling, for 15 minutes, or until the coffee stains 
disappear. Then the maker is drained, rinsed and wiped 
dry. 

For aluminum coffee makers, Dip-It is first dissolved 
hot water and only the clear solution is poured into the 
coffee maker. Otherwise the instructions are similar. 

Dip-It is suggested as especially useful in cleaning elec- 
tric coffee makers. Instead of heating these devices on the 
range, they are allowed to run through their regular auto 
matic cycle, but with the Dip-It solution, 

Economics Laboratory says Dip-It is also effective in re 
moving coffee, tea and other food stains from plastic and 
Leading plasticware manufacturers have 


It is an 


china dinnerware. 
endorsed it, it 1s reported. 

The Sunbeam Corp. recommends Dip-It for cleaning therr 
electric coffee makers, and features the detergent in their 
branch stores across the country. 

In Los Angeles, Pasadena and Long Beach about 
electric coffee makers are repaired each month by California 
Electric Service, according to one report to Economics Lab 
oratory. A packet of Dip-It is placed in each of the coffee 
makers, and a sticker is attached explaining that the coffee 
maker has been cleaned with Dip-It and that the packet 
California Electric 


2,000 


enclosed is with the compliments of 
Service 

For use in the home, Dip-It is available in packets of 1.2 
ounces in self-display grocery cartons and in cans with pry 
up lids. 
For restaurants, Dip-It is supplied 


25 lb. drums 


CBI names Underhill to field research 

Kichl E. Underhill has been appointed field research rep- 
resentative of The Coffee Brewing Institute, Inc., for the 
western United States, according to an announcement by 
Eugene G. Laughery, president. 

In this capacity, Mr. Underhill will act 
CBI and the coffee trade, the public feeding industry, 
brewing equipment manufacturers in nine western states 

His territory includes California, Colorado, Idaho, Mon 
tana, Nevada, Oregon, Utah, Washington and Wyoming 
A retired U.S. naval officer, Mr. Underhill resides in Daly 


City, Calif 


as liaison between 
and 


Two tons of coffee stolen 

Thieves broke into the building of the Aviation 
Co., in San Antonio, Texas, recently and made off with two 
tons of packaged coffee 


( otfee 
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You will find ATLANTIC 
safe, de 


to be a sure, 


pendable source for fine 


Coffee Bags plain, stock 


design or private design 


May we send samples 


and quote on your 


requirements? 


COPPEE BAG CO.u: 


220 KOSCIUSKO ST. BROOKLYN 16,N_Y 
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Leon Israel & Bros., Inc. 
Coffee Importers 


NEW YORK 
101 FRONT ST. 
NEW ORLEANS 
300 MAGAZINE ST. 


SAN FRANCISCO 
160 CALIFORNIA ST 


AGENTS FOR 
LEON ISRAEL AGRICOLA E EXPORTADORA S/A 
(BRAZIL) 


Coffee Planters @ Exporters 


SANTOS @ RIO DE JANEIRO 
PARANAGUA @ ANGRA DOS REIS 


General Agents for Europe 
ISRAEL (LONDON) LTD. 
110 Cannon St., London E.C. 4, England 


America’s best-selling coffees 
in each field come from 


MAXWELL 


VACUUM PACK 


PRODUCTS 
oF 
GENERAL 
FOODS 


MEMBER OF 


Division of General Foods 


Short supply of quality coffee behind price 


increases, Uribe says; denies manipulation 


As coffee roasters across the country moved reluctantly 
to increase their prices by 2¢ to 4¢ a pound, a charge 
that producing countries were manipulating stocks was 
promptly blasted by grower representatives. 

Andres Uribe, acting chairman of the Pan-Amer:can 
Coffee Bureau, said that the increases in the wholesale 
price of roasted coffee resulted from a short supply ot 
quality coffee in the world’s producing areas. 

He categorically denied that any Latin American cotfec 
growing country, or combinations of countries, was acting 
in any manner to inhibit the free flow of coffee to market 

Earlier, William Black, president of the Chock Full 
O' Nuts Corp., announcing a three-cent increase in the 
wholesale price of its vacuum-packed coffee, to $1.10 per 
pound, charged producing countries with banding to 


| gether to hold back their supplies. 


“They are forcing us to pay outrageous prices tor 
their coffee, in spite of the fact that they have just 
grown the largest crop in history,” he declared, 

“Once again, there is absolutely no relationship be 
tween the present price of coffee and the cost of grow- 
ing coffee, or the law of supply and demand. 

“They will eventually cut their own throats, because 
the average American cannot afford to pay $1.15 to $1.25 
for a pound of coffee. The public will change to other 
beverages and cultivate a liking for them.” 


Mr. Uribe stated that coffee imports by the United 


| States for the one year period beginning July Ist, 1955, 


COFFEE & 


and ending June 30, 1956, was the second highest in the 
entire history of the world coffee industry. United 
States coffee imports during this time, he said, approach- 
ed 22,000,000 bags, which represented an increase ot 
over 6,000,000 bags in imports over the previous similar 
period, 

Mr. Uribe labeled the accusation that 
were caused by the manipulation of coffee supplies by 
the producing countries as a malicious, opportunistic 


pric e increases 


distortion of fact 

He said it was a matter of public record that Colombia 
last year exported 1,100,000 more bags of coffee than 
was harvested. These supplies, he said, came from the 
“emergency reserve’ the National Federation otf 
Coffee Growers of Colombia, He stated that it was the 
historic policy of the Federation to make its complete 
reserve of coffee available to the world trade whenever 
Colombian annual production was insufficient to meet 


of 


annual demand 

Last year demand had been fulfilled, he said, only at 
the expense of dangerously depleting the Federation's 
“emergency reserve’ stocks. During the same period, 
Brazil's exports rose from 10,000,000 to 170,000,000 bags 

Mr. Uribe said that no quality coffee producing area 
was economically strong enough to withhold coffee from 
the market. Practically all of Latin America’s producing 
areas, he said. depended on coffee sales to finance cur- 
rent dollar payments for vitally necessary imports from 
the United States. 

Coffee consumption has risen steadily, he said, while 
the production of quality coffee was adversely affected by 
excessive rain in Colombia, Central America and Mexico 
last year, 

Mr. Uribe pointed out that this situation was common 
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knowledge among U. S. processors and cottee manufactur- 


ers. Top level industry leaders, he said, have publicly LE 
announced the impending scarcity of quality coffee 


In view of these facts, Mr. Uribe stated, the charge 
that the Latin American producing countries had banded 4 


together to withhold coffee and thereby drive prices 


higher can only be considered as an opportunistic pub NEW YORK 


licity stunt. Such maneuvering, he said, would rebound 
to damage the business of such critics and the coffee pro 96 Front Street 
SAN FRANCISCO NEW ORLEANS 


40 California St. 225 Magazine St. 


cessing industry in general 


Dear Sir: 


9ORTERS - JOBBERS 
IMPORTERS -. 


Dear Sir: 
Instead of calling names, why don't you have the guts 
to dispute what I had to say? COFFEE - TEA 
Stop and think. Does your present price of coffee 
have any relationship to the cost of growing coffee or 


to the law of supply and demand ? 
You're lucky You publish a “Coffee and Tea’ 4 V KOFFIE HANDELMY 


magazine. If the present coffee spiral goes much further, 


the consumption of tea will surely overtake that of coffee. MATAGALPA 
All you have to do is change the name of your publica 


tion to “Tea and Coffee". 
But I'm not as fortunate as you. I have a fortune P. 0. BOX 631 
invested in coffee, That's why I'm fighting to get a 


pound of Vacuum packed cofttee down below d dollar AMSTERDAM, C, HOLLAND 


Sure enough—by keeping coffee over the dollar mark, 


the coffee producing countries will eventually cut their 
own throats. But they'll drag us—the roasters—down 


with them 


William Black, President 


Chock Full O' Nuts 
PS. TIL contribute $1,000 to your favorite charity af 
you publish this letter prominently in your next edition 


Mr. Black presumably refers to the news item on page 18 
of the August, 1956 issue of COFFEE & TEA INDUSTRIES 
The tem reported Mr. Black's call for a coffee boycott by 
consumers, and noted that the boycott suggestion was not 
evident in advertising for Chock Full O' Nuts Coffee 
Our favorite charity 1s the Salvation Arm) 


Synthetic coffee to sell at 40¢ 


announced by Dutch industrialists | 


A synthetic coffee which would sell at 40¢ a pound has 
been announced by a Dutch industrialist in Zoetermeer, The 
Netherlands. 

A. Van Driel said the product tastes and smells “like the 
real thing.” Made from a secret formula, the product is in 
mass production, Mr. Van Driel said, and he is getting | 
ready to place it on the world markets 

{Plans to manufacture synthetic coffee in the shape of 


coffee beans were announced late last year by Dutch in 


terests. 

{Ownership of the synthetic coffee bean patents were in 
the hands of a company called N. V. Bantoe, at Gravenhage, 
The Netherlands. } 

{N. V. Bantoe was building a factory at Zoetermeer to 


manufacture the product. } 
He said his factory now is turning out 30 tons of synthetic S. A. SCHONBRUNN & CO., INC, 
77 Water Street, New York, N. Y. 


coffee a week and selling it for less than 40¢ a pound _ 
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WHITE CROSS 


LEADERSHIP IN 
COFFEE MAKING! 


THE 
SPEEDMASTER 


Gas or Electric 


Exclusive filter process assures 


no waste, no sediment, full rich 


flavor. More coffee per hour 


than any unit of similar size. 


Write for information 
ALL MODELS AVAILABLE 
Gas or Electric (also plug-ins) 


FOR HOTELS RESTAURANTS CLUBS 


WHITE © CROSS 


NATIONAL STAMPING & ELECTRIC WORKS 
2215 CLARK AVENUE ST. LOUIS 3, MO. 


Consult us about 
improving sales 
with a QUALITY 
PRIVATE LABEL 
INSTANT COFFEE 


Inquiries 

I qu 

Mig, Promptly: 
ad Answered 


133-23 35TH AVENUE 54. N. Y. 


QUALITY YOU CAN BE PROUD OF 


COFFEE 


Crops and countries 


coffee news from producing areas 


Mourn passing of Octavio Veiga; was Santos 
Comercial secretary and C&TI correspondent 
Coffee circles in Brazil are mourning the passing of 
Octavio Veiga, executive secretary of the Associacao 
Comercial de Santos and Santos correspondent of 
Correr & Tra INDUsTRIES, formerly The Spice Mill 
When word of Mr. Veiga’s death from a heart attack 
reached the directorate of the Comercial, 
4 mecting then in session was immediately stopped 


Associacao 


The next day the association's offices were closed in 
mourning, 

The son of a distinguished journalist, Mr. Veiga fol- 
lowed in his father’s footsteps, starting work 
newspapers at an early age. 

His career as a journalist brought him to the post of 
secretary of the “A Tribuna’, a Santos newspaper. He 
also founded the “O Diario’, another local paper. 

Troubled by ill health, he was forced to eliminate 
night work, and for more than ten years he concentrated 
his efforts in the Associacao Comercial. 

He left a host of friends and admirers. News 
his passing brought eulogies from aldermen in session 
at the Municipal Chamber. 

He is survived by his wife, 


to on 


ot 


four daughters and one 


son. 


Mild producers to discuss 
new “M” contract differentials 

Representatives of coffee producing interests in Mexico, 
El Salvador and Guatemala are reported to have sched- 
uled a meeting in Guatemala to discuss the recent change 
made by the New York Coffee & Sugar Exchange in the 
differentials on the ‘““M” contract. 

The Exchange ruling, which is applicable to coffee de- 
plivered against August, 1957, and there- 
after, increased the discount on coffee from those three 
countries to 3.25¢ under the contract basis (Colombians), 
from a 2.0¢ discount applicable on deliveries made up 
to and including July, 1957, 


contracts 


contracts, 


Proposes 5% increase in Kenya coffee 
Michael Blundell, 


the recent 


told 
annual coffee conference in Nairobi that some 
of the finest coffee in the world was grown in Kenya. 


Kenya's Agricutural Minister, 


The Kenya government, he added, was anxious that 
the quality of the product should not be jeopardized by 
encouraging individual African growers to plant more 
than they could satisfactorily work. 

Mr. Blundell told the conference that to maintain the 
confidence of African growers they would have to be 
allowed representation on the Coffee Marketing Board. 

He said he hoped the lifting of the 12140 export tax 
on coffee would enable the industry to expand, and urged 
planters to aim at a 5% production increase. 

The conference voted a the 
Board secking greater responsibility in coffee research 
It was also agreed that the assessment of 1% on coffee 
should be to 1% to pay for more research and 


public ity. 


resolution by Cottee 


raised 
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PACB to mark 20th anniversary; 
offers seals to U. S$. trade 
The Pan-American Coffee Bureau is nearing its 
anniversary, Charles G. Lindsay, manager, announced to 
the United States coffee industry last month 
As part of the celebration of the anniversary, PACB 
is preparing commemorative seals for use without charge 


20th 


by the United States coffee trade on letterheads, enve 
lopes or packages, during 1957. 
“On October 7th, 1936, the Pan-American Coffee 


Bureau was founded by the First Pan-American Coffee 
Conference held in Bogota, Colombia,” Mr. Lindsay said 

January, 1937, the Bureau formally opened its 
ofhces in New York and began the active promotion of 
coffee as a commodity. 

“Thus the Pan-American Coffee Bureau was created 20 
years ago this October and will have been functioning 
for twenty years by January. We are now preparing 
plans for the celebration of this 20th anniversary.” 

The commemorative seals, attractively printed in color, 
will carry the slogan ‘Coffee—the Cup of Friendship’, 
and will be designed for use similar to that of Christmas 
seals. They will be gummed and ready for pasting. 

“Since we should like to assure the widest possible 
circulation of these seals by members of the United 
States coffee trade, we plan to make them available, with 
out charge, in whatever quantities you think you can use 
during the calendar year 1957," Mr. Lindsay added 


Fungus attacks Mexican coffee trees 
A fungus that comes from Africa is damaging cotte 
trees in the state of Vera Cruz, according to an AP report 


/BOWEN SPRAY DRYERS 
Always Offer You at 


Your Most Practical Approach to 


SOLUBLE COFFEE 


production is thru- 


BOWEN ENGINEERING, INC. 
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The Bowen Spray Dryer ns 


SEPTEMBER, 1956 


ANDERSON. 8 
CG 


120 WALL STREET 210 CALIFORNIA STREET 
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401 MAGAZINE STREET 
NEW ORLEANS, LA. 


ANDERSON, CLAYTON & CIA.,, 
Coffee Exporters 


Ltda. 


Rio pe JANEIRO 


VICTORIA 


SANTOS PARANAGUA @ 
ANGRA DOS REIS” 


J. A. MEDINA COMPANY 


Drusion of Anderson, Clayton & Co, Ine 


Coffee Importers 


New York 
GAUATEMALA 


Agents m USA 
J. M. LOPEZ & CIA., 


Coffee Exporters 
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and Canada for 


Ltda. 


COLOMBIA 


Coffee 


Agents for reliable Shippers in 
Producing Countries 


Specializing in 
BRAZILS 
COLOMBIANS 
VENEZUELANS 


Byrne, Delay & Co. 


Cable Address: 
“VICAFE” 


302 Magazine St. 
New Orleans 12, La. 


104 Front Street 
New York 5, N. Y. 
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Cite progress in UN studies 


of Latin American coffee output 


Progress in the study of coffe production being con 
ducted in all Latin American producing countries jointly by 
the ECLA (United Nations’ Foreign Economic 
for Latin America) and the FAO (United Nations’ Foreign 
Agricultural Organization) 1s reported by the U.S. Foreign 
Agriculture Service 

According to the FAS report, the San Salvador study has 
is scheduled for 


Commission 


he en completed and a preliminary report 
public review late this summer 

The study of Colombian coffee production is being 
financed by the Federacion Nacional de Cafeteros at an esti 
mated cost of 500,000 pesos. About 500 Federacion employ 
ces are expected to do the actual work, while the FAO-ECLA 
team provides the overall technical direction 


! 
The objectives of the study are reported to be 


Acreage 
in coffee, 
plantations, the five-to-cight year group, the eight-to-15 year 
group, the group, the over-mature group ) ; 


number of trees planted recently by age classes; number of 


by age groups (age groups are to be the new 


over-15 and 


trees per acre; average production per tree per age group; 
number of producers, by area sizes; additional potential 
acreapes for coffee production insect and disease conditions 


amount of local consumption; the contraband situation; and 


stocks in storage 

These will be supplemented by an economic study, the 
Foreign Agriculture Service dispatch points out, The study 
will include the reasons for differences in production under 
different including different forms of manage 


ment, degree s of fertilization, ete 


Situations 


The field work in Colombia will be completed in October 
Then, following tabulating, computing and interpreting, a 
preliminary report will be avaiable about April Ist, 1957, 
FAS re ports. 

For many reasons,” says the FAS report from Bogota, 
this study has great potentialities of much value It 
should quite obviously provide the soundest sort of a base 
for planning coffee production management in Colombia— its 
greatest potential value—but should also be of much interest 
and value to importing countries.” 


Plan for handling mended, stained coffee bags 
discharged at New York offered by Grace Line 


A plan for handling damaged coffee bags 
mended slacks and stained bags—discharged at New York 
City has been offered by the Grace Line, Inc 

The plan calls for the following on coffee shipments ar- 


torn and 


riving at Grace Line terminals: 

Torn and mended bags and stains, not removed at time 
of delivery, will remain on the pier, at the option of the 
consignee, up to the expiration of free time or the period in 
which coffee is ordered for delivery, 

“Upon expiration of this period, bags of this category, 
which still remain on the pier will be weighed and dis 
patched to the Jay Street terminal, and consignees will be 
promptly advised 

Grace Line will pay the cost of removing these coffees 
from our piers to Jay Street 

‘Those coffees sent to Jay Street will be placed in storage 
at the risk of, and for the account of, the consignee.’ 

The plan was scheduled to become effective August Ist 


ROASTING 
GRINDING 
PACKING 
VACUUM PACKING 


Coffee Trade Roasters 


H. MILLS MOONEY & SON, INC. 


20 FULTON STREET, NEW YORK 38, N. Y. 


Telephone: WHitehall 4-5138 


302 Magazine St. 


W. H. KUNZ & CO. 


COFFEE - IMPORTER & JOBBERS 


DIRECT CONNECTIONS Producing Countries 
Cable Address KUNZCO 


New Orleans 12, La. 


ETHIOPIAN 


DJIMMA 


COFFEES 


HARRAR 


SIM <— Symbols of Quality > ALKIS | 


S. J. MAGDALINOS 
ADDIS-ABEBA, ETHIOPIA 


Exclusively represented in the United States & Canada by DOBBELEER COMPANY 


COFFEE 


17 Battery Place, New York 


& TEA INDUSTRIES and 


d 
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Ship sailings 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Abbreviations for ports 


Ports and dates are subject to change, IFC—I.F.C. Line 


thoula ¢ xigencies require Moreover. lines Inde pe ndence Indepe ndence Line At {ilanine por 
may schedule sailings not shown in this Isthmran—lsthmian Lines, Ini 
30 soston 


JavPac—Java-Pacifie Line 


schedule Christ 
Lamp-Ho—Lamport & Holt Line, Lid CO—Corpas ala 
Abbreviations for lines Lloyd—Lloya Brastleiro 
a Dé Psion 
Ahl Trans Car—Ahlmann Trans Carib- Lykes—Lykes Lines Ch “leve land 
bean Line : ; Maersk—Maersk Line De Detroit 
Ali oa—Alcoa Steamship Co Mam—Mamenic Line Ga—Galveston 
Am-Exp American Export Lines Mormac—Moore-McCormack Lines, Ini Gf—Gulf port 
Am-Pres—-American President Lines 
Nedlloyd Nedlloyd Line Ha Halifax 
Arg-State—Argentine State Line Nopal—North { H Houston 
Bark PAB—Pacific Argentine Brazil Line |x—Jacksonville 
Afr—Barber-West African Line ) LA—Los Angeles 
be PacFar—Pacific Far East Line, Ine. 
Barb-Wn—Barber Wilhelmsen Line PacTrans—Pacifie Transport Lines, Int M/—Montreai 
Brodin—Brodin Line Pioneen—Amesican Pioneer Line Mo—WMobile 
Cunard—Brocklebanks’ Cunard Service Prince—Prince Line, Ltd NO New Orieans 
NY—New York 


PTL—Pacifie Transport Lines, Ine 
R Neth—Royal Netherland Steamship Co 


Delta—Delta Line Nf{—Norfolk 


Dodero—Dodero Lines RY 
Dreyfus-—Dreyfus Lines Robin—Robin Line vows 
Royal Inter—Royal Interocean Lines @ 
Ell-Buck—Ellerman & Bucknell §.S8. Co ‘ Po—Portland 
S$Cross—Southern Cross Line Souad 
Parrell—Farrell Lines Sprague—Sprague Steamship Line 
Sa—Savannah 
Grace-—-Grace Line Stockard—Stockhard Line SP—San Franci 
Granco 7 ransportador 1 Gran Su ed Am Su edish Amer an Line Se §, utle 
_Colombiana Lida Porm Line Sr lo Saint John 
Gulf—Gulf & South America Steamship UFrutt—United Fruit Co Te—Tacoma 
Co., In Wes-Lar—Westfal Larsen Co, Line Va—Vancouver 
Hiol-Int—Holland-Interamerica Line Yamashita—Yamashita Line Wilmington 


COFFEE BERTHS 


LINE 


SAILS SHIP 


SHIP 


SAILS 


ABIDJAN 9/15 Leon UF ruit NY9/19 

9/16 Fiador Knot UF ruit NY9/23 
9/26 Dei Soi Delta N010/12 9/25 Loviand UFruit NY10/1 
10/16 Del Oro Delta NO11/2 10/2 Candida UFruit NY10 8 


11/6 Del Rio Delta N011/23 
11/24 Del Monte Deita N012/12 


BUENAVENTURA 


ACAJUTLA 9/10 Santa Cecilia Grace NY9/17 

9/14 Merchant Gulf Ho09/26 30 
9/30 La Playa UFruit Crl10/4 NO10/9 9/17 Santa Maria Grace NY9/24 
10/14 Choluteca UFruit Cr10/19 NY10/27 9/18 Santa Juana Grace LA9/26 SF9/29 Sel0/5 

9/19 Alstertal Independence SF10/4 Pol0 Sel0/9 Val0/10 

9/24 Santa Margarita Grace NY10/1 
AMAPALA 9°27 Santa Fe Grace LA1O/11 SF10/13 Sel0/19 
10/1 La Playa UFruit £r10/4 NO010/9 9/28 Shipper Gulf Hol0/10 NOI1O/14 
10/16 Choluteca UFruit Cr410/19 NY10/27 10/1 Santa Barbara Grace NY10/8 


10/8 Santa Isabel Grace NY10/15 


ANGRA DOS REIS 


9/21 Forester PAB LA10/13 SF10/15 Sel0/22 Val0/23 Pol0/28 CARTAGENA 
10/12 Trader PAB LA11/4 SF11/6 Sell/14 Vall/15 PO11/20 910 Marna UFruit NO9 21 
10/30 Seafarer PAB LA11/29 SF12/1 Sel2/9 Val2/10 Pol2/15 9/15 Santa Rosa Grace NY9/19 
9/21 A Steamer UF ruit N010/2 
9/22 Santa Paula Grace NY9/26 
BARRANQUILLA 9/29 Santa Rosa Grace NY10/3 
9/11 Santa Teresa Grace NY9/19 10/6 Marna UFruit NO10/17 
9/11 Kirsten Torm UF ruit NY9/22 10/6 Santa Paula Grace NY10/10 
9/12 Marna UF ruit N09/21 
9/16 Santa Catalina Grace NY9/26 
9/21 A Steamer UFruit NO010/2 CRISTOBAL 
9°23 Candida UFruit NY10/8 9/10 Choluteca UFruit) NY9/17 
9/25 Santa Ana Grace NY10/2 9/27 A Steamer UFruit NO10/2 
10/2 Santa Teresa Grace NY10/10 10/12 Marna UFruit N010/17 
10/6 Marna UFruit N010/17 10/16 Santa Luisa Grace NY10/22 
10/9 Santa Catalina Grace NY10/17 10/30 Santa Maria Grace NY11/5 
11/6 Santa Margarita Grace NY11/12 


BARRIOS 
9 10 Catherine Sartori UFruit NY9/16 DAR es SALAAM 


9/12 Cubahama UFruit Ho9/16 9/13 Pierre Dreyfus NY10/16 NO10/26 
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SAILS snip LINE DUE SAILS Snip LINE DUE 
9/26 Afr Sun Farreli =NY10/2) 10/12 Choluteca UFruit) = Cr°10/19 NY10/27 
9/26 Leslie Lykes Guifll/2 
10/6 Gray Robin Boll/4 NY11/6 
10/29 Afr Crescent Farreli’ WY11/24 LA LIMON 
10/30 Leopoid Dreyfus =WY12/2 NO12/13 9/15 Kirsten Torm UFruit NY9/22 
9/20 Loviand UFrnit NY10/1 
9/25 A Steamer UFmit NO010/2 
EL SALVADOR 9/27 Candida UFruit NY10/8 
9/13 Jacobus Fritzen independence LAG/21 SF9/23 Va9/27 $e9/28 Po9/30 10/10 Marna UFruit NY10/27 
9/15 Wyoming French LA9/25 SF9/28 Val0/2 $el0/6 Pol0/7 
9/24 Alsteral Independence LA10/2 SF10/4 Pol0/8 $el0/9 Val0/10 
LOBITO 
GUATEMALA 9/11 Afr Glade Farrell) NY10/2 
9/12 Afr Grove Farrell NY10/10 
9/14 Jacobus Fritzen Independence LAG/21 SF9/23 Va9/27 Se9/28 Po9/30 10/8 Afr Pilgrim Farrell NYJ1/4 
9/19 Wyoming French 1A9/25 SF9/28 Val0/2 Sel0/6 Pol0/7 10/9 Afr Pilot Farrell NY10/30 
LA GUAIRA LUANDA 
9/10 Santa Monica Grace 6a9/17 NY9/18 9/17 Dei Sol Delta N010/12 
9/11 Santa Teresa Grace NY9/19 10/2 Del Oro Delta NO11/2 
9/13 Santa Rosa Grace NY9/19 Afr Pilgrim Farreli =NYL1/4 
9/15 Santa Catalina Grace NY9/26 10/7 Afr Pijot Farrell NY10/30 
9/17 Santa Sotia Grace Pa9/24 NY9/25 10/27 Del Rio Delta NO11/23 
9/20 Santa Paula Grace NY9/26 11/15 Dei Monte Deita NO12/12 
9/22 Santa Ana Grace NY10/3 
9/24 Santa Clara Grace Bal0/1 WY10/2 
9/27 Santa Rosa Grace NY10/3 MARACAIBO 
10/1 Santa Monica = Grace Pal0/8 NY10/9 9/16 Santa Sofia Grace Pa9/24 NY9/25 
10/4 Senta Paula Grace NY 10/10 9/23 SantaCiara Grace NY10/2 
10/6 Santa Catalina Grace NY10/17 9/30 Santa Monica Grace Pal0/8 NY10/9 
10/8 Santa Sofia Grace = Bal0/15_NY10/16 10/7 Santa Sofia Grace —Bal0/15 NY10/16 
LA LIBERTAD MATADI 
9/29 La Playa UFruit Crl0/4 NO10/9 9/13 Del Sol Delta NO10/12 
10/13 Choluteca UF ruit Cr10/19 NY10/27 10!1 Afr Pilgrim Farrell NY11/4 
10/5 Afr Pilot Farrell NY10/30 
10/6 Del Oro Delta NO11/2 
A UNION 10/23 Del Rio Delta NO11/23 
9/28 La Playa UF ruit Cr°10/4 NO010/9 11/12 Del Monte Delta N012/12 


TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS... FROM 


SOUTH AMERICA 


PARANAGUA, SANTOS 
RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


| 


A Partner 
of the 


~ Coffee Industry 
since 1919 


MISSISSIPP] SHIPPING COMPANY, INC, NEW ORLEANS 


NEW YORK — CHICAGO 
WASHINGTON — ST. LOUIS 


AGENTS: 


DE JANEIRO: DELTA LINE, INC, 
Rua Visconde Inhauma 134 ‘ 
SANTOS: DELTA LINE, INC. j 
Rua 15 de Novembre 176-178 

ABIDJAN & DOUALA 

Union Maritime et Commerciale 

LUANDA & LOBITO 

Sociedade Luso-Americana, Ltda. 


MATADI 
Nieuwe Afrikaansche Handels Vennootschap 


WEST AFRICA 
ANGOLA, BELGIAN CONGO, 
CAMEROONS, IVORY COAST, 
AND LIBERIA 

Direct regular service 
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SAILS SHIP 
MOMBASA 

9/16 Afr Sun Farrell 
9/17 Pierre Dreyfus 
10/5 Leslie Lykes 
10/19 Afr Crescent 
11/2 Leopold Dreyfus 
PARANAGUA 

9/10 Mormacoak Mormac 
9/10 Paranagua Brodin 
9/10 Del Aires Delta 
9/12 Fietero Dodero 
9/14 Mormacyork Mormac 
9/16 Mormaciand Mormac 
Forester PAB 
9/18 Mormacreed Mormac 
9/20 Bahia SCross 
Haiti Lioyd 
9/22 Colombia Lioyd 
9/22 Itheas Brodin 
9/24 Nopal Progress Nopal 
9/24 Del Alba Deita 
9/25 Evanger Wes-Lar 
9/26 Akkrumdyk Hol-Int 
9/26 Mormacpen Mormac 
9/27 Freya Torm Torm 
9/30 Mormacowl Mormac 
10/3 Buenos Aires Stockard 
10/7 Peru Lloyd 
10/8 Del Mundo Delta 
10/8 Mormacgulf Mormac 
10/8 Trader PAB 
10/11 Holberg Nopal 
10/16 Appingedyk Hol - Int 
10/19 Gerd Torm Torm 
10/20 Del Santos Delta 
10/21 America Lloyd 
10/22 Argentina Lloyd 
10/29 Del Campo Deita 
11/3 Seafarer PAB 
11/7 Cuba Lioyd 
11/9 Montevideo Stockard 
11/12 Del Viento Delta 
11/21 Canada Lloyd 
11/22 Panama Lloyd 


PUERTO CABELLO 


9/12 Santa Sofia Grace 
9/19 Santa Clara Grace 
9/26 Santa Monica Grace 
10/3 Santa Sofia Grace 
PUNTARENUS 
9/11 


NY10/21 


NY10/16 NO10 26 


Gulfl1/2 
NY11/24 
NY12/2 NO12/13 


NY9/29 Bol0/2 Pal0/4 Bal0/6 Nf10/7 
Ba9/30 NY10/2 Bol0/5 Pal0/7 
Ba9/30 NY10/2 Bol0/5 Pal0/7 


N09/28 


Jx10/4 NY10/8 Bol0/11 Pal0 13 Bal0/14 
LA10/13 SF10/17 Val0/22 Sel0/24 


Pol0 


LA10/13 SF10/15 Sel0/22 Val0 23 Pol 28 
NY10/7 Bol0/10 Pal0/12 Bal0/14 
NY10/11 Bol0/16 Pal0/18 Bal0/19 Nf10 20 


N010/11 Hol0/15 
NY10/13 


Bal0/12 NY10/14 Bol0 17 Pal0/19 


NO10/13 Hol0/16 
NO10/14 Hol0/19 


LA10/23 SF10/25 Pol0/31 Sell/2 Vall/3 
NY10/14 Bol0/16 Pal0/18 Bal0/19 HR10/ 20 
NY10/16 Bal0/19 Pal0/21 Bol0/23 Mi10/28 


NY10/21 
NY10/28 
N010/28 Holl/2 


NY10/16 Bol0/20 Pal0/24 Bal0/26 HR10/31 
NY10/19 Bol0/23 Pal0/25 Bal0/27 Nf10/28 
Bol0/24 Bal0/27 Pal0/29 


LA11/3 SF11/7 Vall/12 Sell/17 Poll/17 
LAl11/4 SF11/6 Sell1/14 Vall/15 Poll/20 


NO11/2 Holl/6 


NY11/3 Boll/6 Pall/9 Ball/10 HR11/10 


NO11/9 Holl/14 


NO11/10 Holl/15 


NY11/12 
NO11/18 Hol1/23 


NY11/9 Boll1/14 Pall/17 Ball/20 HR11/23 


LA11/29 SF12/1 Sel2/9 Val2/10 Pol2/15 


NY11/28 


NY11/27 Boll/30 Bal2/3 Pal2/5 


N012/2 Hol2/7 
N012/10 Hol2/15 
NY12/13 


Pa9 24 NY9/25 
Bal0/1 NY10/2 
Pal0/8 NY10/12 


Bal0/15 NY10/16 


Jacobus Fritzen Independence LA9/21 SF9/23 Va9/27 Se9/28 Pod 30 


9/22 Alsteral Independence LA10O/2 SF10/4 Pol0/% Sel0 9 Val0/10 
9/24 La Playa UF ruit Cr’10/4 NO10/9 

10/8 Choluteca UFruit Cr10/19 NY10/27 

RIO de JANEIRO 

9/10 Mormaciand Mormac LA1O/13 SF10/17 Val0/22 Sel0/24 Pol0/27 
9/10 Montevideo Stockard NY9/25 Bo09/27 Ba9 30 Pal0/2 

9/12 Peter Jebsen Nopa! N09/29 Hol0/3 

9/13 Venezuela Lloyd NY9/27 

9/13 Del Aires Delta N09/30 Hol0/5 

9/14 Filetero Dodero N09/28 Ho9/30 

9/15 Paranagua Brodin’ Ba9/30 NY10/2 Bol0/5 Pal0/7 

9/19 Mormacyork Mormac Jx10/4 NY10/8 Bol0/11 Pal0/13 6al0/14 
9/20 Del Mar Delta N010/4 

9/22 Forester PAB LA10/13 SF10/15 Sel0/22 Val0/23 Po20/28 
9/23 Bahia SCross NY10/11 Bol0/16 Pal0/18 Ba0/19 WNf10/20 
9/26 Haiti Lioyd NO10/11 Hol0/15 

9/26 Brazil Lioyd NY10/8 

4/27 Del Alba Delta N010/14 Hol0/19 

9/27 Brodin’ Bal0/12 NY10/14 6010/17 Pal0/19 

9/28 Colombia Lloyd NY10/13 

9/28 Nopal Progress Nopal NO10/13 Hol10/16 

9/29 Akkrumdyk Hol-Int NY10/14 Bol0/16 Pal0/18 Bal0/19 HR10/20 
Evanger Wes-Lar LA10/23 SF10/25 PolO/31 Sell/2 Vall/3 
10/1 Mormacpen Mormac NY10/16 Bal0/19 PalO/21 Bol0/23 
10/1 Freya Torm Torm NY10/16 Bol0/20 Pal0/24 Bal0/26 HR10/31 


Mormac 


1956 


Mormacguilf 


MBER, 


croTec 


EPTE 


LA11/3 SF11/7 Vall/12 


Sel1/14 Poll/17 


WHERE YOU WANT IT... 
WHEN YOU WANT IT... 


Your coffee arrives in 
perfect condition at out } 
modern terminal at Piet 
25, North River, New 
York, in just days 
from Santos 12 days 
from Rio—when it comes 
via Argentine State Line 
Our large fleet of modern 
freighters, plus three 
new passenger liners 
RIO DE LA PLATA 
RIO TUNUYAN, RIO 
JACHAL operate swift, 
dependable cargo service 
between East Coast of 
South America ports 
and New York Your 
coffee is handled by 
experienced, efficient 
crews, in and out of im 
maculate holds, assuring 
a minimum of bag dam 
age and flavor contami 
nation from dockside in 
Rio or Santos to track 
or lighter in New York 
Boyd, Weir and Sewell, Inc.. 


General Agents 
24 State St., New York 4, N.Y. 
Tel. BO 9.5660 


FOR 
FAST DEPENDABLE DELIVERY 


... of your mild coffees 
to United States markets... rely on 


UNITED FRUIT @ 
COMPANY 


Regular Sailings between 
GUATEMALA NICARAGUA 
EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 

and 
NEW YORK - NEW ORLEANS - HOUSTON 


NEW YORK: 

Pier 3, North River 
NEW ORLEANS: 
321 St. Charles St. 
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Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil's trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
collee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 


Krnging North and South America nearer each other. LLOYD ! 


| BRASILEIRO $ makes the Good Neighbor a Close Neighbor. © 


NEW ORLEANS 
305 Board of Trade Bldg. 


NEW YORK 
17 Battery Place 


Gulf & So. American Steamship Co. 


serving the West Coast of South America 


Fortnightly American Flag Service... 
fast, efficient service from Gulf Ports— 

with Limited Passenger Accomodations. 
Expert cargo handling. Contact us today! 


Gulf & So. American Steamship Co. 


620 Gravier Street 
In Other Cities Contact Grace or Lykes 


New Orleans, La. 
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SHIP 


Mormacow! 
Del Norte 
Buenos Aires 
Del Mundo 
10/13 Trader 
Peru 
Holberg 
10/18 Del Sud 
10/20 Appingedyk 
10/23 Del Santos 
10/25 Gerd Torm 
10/26 America 
10/28 Argentina 
Seafarer 
Del Campo 
Del Mar 
11/13 Cuba 
11/13 Montevideo 
11/15 Del Viento 
11/26 Canada 
11/28 Panama 


Peter Jebsen 
Bow Plate 
De! Aires 
Venezuela 
Fietero 
Paranagua 
Mormaciand 
Mormacoak 
Mormacyork 
Del Mar 
Forester 
Mormacreed 
Bahia 
Brazil 

Haiti 

Iiheos 

De! Alba 


Colombia 
Freya Torm 
Akkrumdyk 
Evanger 
Mormacpenn 
Mormacowl 
Del Norte 
Buenos Aires 
Mormacquif 
10/10 Del Mundo 
Trader 
Peru 

3 Holberg 
Dei Sud 
10/19 Appingedyk 
10/20 Gerd Torm 
Del Santos 
10/25 America 
Argentina 
Del Campo 
Seafarer 
Del Mar 
11/12 Montevideo 
11/12 Cuba 
11/14 Del Viento 
11/26 Canada 
11/27 Panama 


TAMATAVE 
9/12 Charles 
10/2 Locksley 
10/7 Gerard 
11/14 Kettering 


TANGA 


9/14 Pierre 
9/21 Afr Sun 
9/29 Leslie 
10/24 Afr Crescent 
10/31 Leopold 


VICTORIA 


| 9/13 Peter Jebsen 


COFFEE & TEA 


Nopal Progress 


LINE 


Mormac 
Delta 
Stockard 
Delta 
PAB 
Lioyd 
Nopal 
Deita 
Hol-int 
Delta 
Torm 
Lloyd 
Lloyd 
PAB 
Delta 
Delta 
Lioyd 
Stockard 
Deita 
Lioyd 
Lloyd 


Nopal 
1FC 
Delta 
Lloyd 
Dodero 
Brodin 
Mormac 
Mormac 
Mormac 
Delta 
PAB 
Mormac 
SCross 
Mormac 
Lloyd 
Brodin 
Delta 
Nopal 
Lioyd 
Torm 
Hol-Int 
Wes-Lar 
Mormac 
Mormac 
Delta 
Stockard 
Mormac 
Delta 
PAB 
Lioyd 
Nopal 
Delta 
tnt 
Torm 
Delta 
Delta 
Lioyd 
Delta 
PAB 
Deita 
Stockard 
Lioyd 
Delta 
Lioyd 
Lloyd 


Dreyfus 
Robin 
Dreyfus 
Robin 


Dreyfus 
Farrell 
Lykes 
Farrell 
Dreyfus 


Nopal 


INDU 


STRIES and The Flavor F 


DUE 


NY10/19 Bol0/23 Pal0/25 Bal0/27 Nfl0/28 
N010/18 

NY10/21 Bol0/24 Bal0/27 Pal0/29 
NO10/28 Holl/2 

LA11/4 SF11/6 Sell/14 Vall/15 Poll/20 
NY10/26 

NO11/2 Holl/6 

NO11/1 

NY11/3 Boll/6 Pall/9 Ball/10 HR11/11 
NO11/9 Holl/14 

NY11/9 Boll/14 Pall/17 Ball/20 HR11/23 
NO11/10 Hol1/15 

NY11/12 

LA11/29 SF12/1 Sel2/9 Val2/10 Pol2/15 
NO11/18 Holl/23 

NO11/22 

NY11/28 

NY11/27 6011/30 Bal2/3 Pal2/5 
NO12/2 Hol2/7 

N012/10 Hol2/15 

NY12/13 


NO9/29 Hol0/3 

NY9/24 Pa9/26 Ba9/27 Bo9/30 Mil0'5 
N09/30 Hol0/5 

NY9/27 

N09/28 Ho9/30 

Ba9/30 NY10/2 Bol0/5 Pal0/7 

LA10/13 SF10/17 Val0/22 Sel0/24 Pol0/27 
NY9/29 Bol0/2 Pal0/4 Bal0/6 Nfl0/7 
Jx10/4 NY10/8 Bol0/1] Pal0/13 Bal0/14 
N010/4 

LA10/13 SF10/15 $el0/22 Bal0/23 Pol0/28 
NY10/7 6010/10 Pal0/12 Bal0/14 

NY10/11 Bol0/16 Pal0/18 Bal0/19 Nf10/20 
NY10/8 

NO10/11 Hol0/15 

Bal0/12 NY10/14 Bol0/17 Pal0/19 
NO10/14 Hol0/19 

NO10/13 Hol0/16 

NY10/13 

NY10/16 Bol0/20 Pal0/24 Bal0/26 HR10/31 
NY10/14 Bol0/16 Pal0/18 Bal0/19 HR10/20 
LA10/23 SF10/25 Pol0/31 Sell/2 Vall/3 
NY10/16 Bal0/19 Pal0/21 Bo10/23 MI10/28 
NY10/19 Bol0/23 Pal0/25 Bal0/27 Nfl0/28 
N010/18 

NY10/21 Bol0/24 Bal0/27 Pal0/29 

LALL/3 SF11/7 Vall/12 Sell/14 Poll/17 
N010/28 Holl/2 

LA11/4 SF11/6 Sell1/14 Val1/15 Poil/20 
NY10/28 

NO11/2 Holl/6 

NO11/1 

NY11/3 Boll/6 Pall/9 Ball/10 HR11/11 
NY11/9 Boll/14 Pall/17 Ball/20 HR11/23 


NO11/9 Holl/14 
NO11/10 Holl/15 
NO11/12 


NO11/18 Holl/23 

LA11/29 SF12/1 Sel2/9 Val2/10 Pol2/15 
N011/22 

NY11/27 Boll/30 Bal2/3 Pal2/5 
NY11/28 

NO12/2 Hol2/7 

NO12/10 Hol2/15 

NY12/13 


NY10/19 NO10/30 
NY11/16 
NY10/16 NO10/26 
NY12/17 


NY10/15 NO10/26 
NY10/21 
Guilfll/2 
NY11/24 
NY12/2 NO12/13 


NO9/29 Hol0/3 


SANTOS 
9/10 
9/12 
9/12 
9/12 
9/13 
9/13 
9/14 
9/14 
9/16 
7 9/19 
9/22 
9/24 
9/25 
9/25 
9/26 
\ 
ship via\ 
| 
} 


SAILS SHIP 


9 15 Del Aires 
9/27 Haiti 
9/29 Del Alba 
10/13 Del Mundo 
10/17 Holberg 
10/25 Del Santos 
10/27 America 
11/3 Del Campo 
11 17 Dei Viento 
11/27 Canada 


CALCUTTA 


Exemplar 
9/10 Steel Maker 
9/22 Excelsior 
10/8 Bawean 

10 10 Exchequer 


10 10 Stee! Chemist 


10 22 Explorer 


COCHIN 


9/13 Alice Brown 
9/18 Exemplar 


9/28 Ames Victory 


10/1 Excelsior 


10/1 Hoegh Trader 


10/11 Cingalese 


10 16 Steel Traveler 


10 1% Exchequer 


10/27 Stee! Navigator 


10/31 Explorer 
11/11 Malayan 
12/11 British 


DJAKARTA 


9/15 
9/17 Letse 
9°18 Cingalese 


9 26 Steel Navigator 


10/15 Malayan 


10/18 Hulda 
11/16 British 
11/18 Lars 


DJIBOUTI 


9/19 


9 24 Exemplar 


Ames Victory 
10.12 Hoegh Trader 
10/21 Steel Traveler 


10/24 Exchequer 


Stee! Traveler 


Alice Brown 


LINE DUE 


Delta N0O9/30 Hol0/5 

Lioyd NO10/ 11 Hol0/15 
Deita N0O10/14 Hol10/19 
Delta N010/28 Holl/2 
Nopal NO11/2 Holl/6 

Delta NO11/9 Holl/14 
Lloyd N0O11/10 Holl/15 
Deita NO11/18 Holl/23 
Delta NO12/2 Hol2/7 

Lioyd N012/10 Hol2/15 


TEA BERTHS 


Am-Exp 6010/15 NY10/16 
tsthmian NO10/15 
Am-Exp 6Bo0l0/27 NY10/29 


JavPac =SF11/10 LAI1/15 Poll/28 Sel2/3 Val2/7 


Am-Exp Boll/14 NY11/15 
Isthmian NO11/15 
Am-Exp Boll/28 NY11/29 


Isthmian Bol0/9 NNY10/10 
Am-Exp Bol0/15 NY10/16 
Isthmian Bol0/21 NY10/22 
Am-Exp 8010/27 NY10/29 


Kerr Boll/3 NY11/4 Ball/8 Gulfll/15 
Prince Hall/4 Boll/7 NY11/9 Pall/14 Ball 


Isthmian Boll/8 NY11/9 

Am-Exp Boll/14 NY11/15 
Isthmian Boll/21 NY11/22 
Am-Exp Bol1/28 NY11/29 


Prince Hal2/5 Bol2/8 NY12/10 Bal2/17 Nf12/19 
Prince Hal/4 Bol/7 NY1/9 Pai/14 


Isthmian Boll/& NY11/9 
Maersk NY11/5 Mi11/19 


Prince Hall/4 Boll/7 NY11/9 14 Ball/16 Nfll 18 


Isthmian Boll/21 NY11/22 
Prince Hal2/5 8Bol2/8 


Maersk NY12/6 Hal2/10 


Prince Hal/4 Bol/7 NY1/9 Pal/14 


Maersk NY1/5 Wal/17 


Isthmian Bol0/9 NY10/10 
Am-Exp Bol0/15 NY10/16 
Isthmian Bol0/21 NY10/22 


Kerr Boll/3 NY11/4 Ball 8 Guifll 


Isthmian Boll/8 NY11/9 
Am-Exp Boll/14 NY11/15 


11/2 Steei Navigator Isthmian Boll/21 NY11/22 


COLOMBO 


9/14 Macharda 
9/14 Martand 
915 Exemplar 


9 15 Stee! Maker 


9/15 Exemplar 
9/20 Cornelius 


9/26 Ames Victory 


928 Exceisior 


9/29 Hoegh Trader 


10/5 Leise 
10/8 Cingalese 


10/14 Steel Traveler 


10/15 Exchequer 


10/15 Steel Chemist 


10/19 Anna 


Alice Brown 


Isthmian Bol0/9 NY10/10 
Cunard Bol0/13 NY10/15 


Am-Exp Bol0/15 NY10/16 
Isthmian NY10/15 

Am-Exp 6010/15 NY10/16 
Maersk NY10/25 MI11/6 

Isthmian Bol0/21 NY10/22 
Am-Exp 6ol0/27 NY10/29 


Kerr Boll/3 NY11/4 Ball/8 Gulfl1/15 


Maersk NY11/5 Mi11/19 
Prince Hall/4 Boll /7 


Isthmian Boll/8 NY11/9 

Am-Exp Boll/14 NY11/15 
Isthmian NO11/15 

Maersk NY11/19 Hal2/3 


10/25 Steel Navigator Isthmian Boll/21 NY11/22 


10/28 Explorer 
11/5 Hulda 
11/8 Malayan 


20 Laura 


Am-Exp 6011/28 NY11/29 
Maersk NY12/6 Hal2/10 
Prince Hal2/5 8012/8 


Maersk NY12/24 Hal/5 
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NOPAL LINE 


The Northern Pan-America Line A/S 


Oslo 


Regular Service 
Fast Norwegian Motorships 


Coffee Service 
Brazil/U. S. Gulf 


General Agents 


Oivind Lorentzen, Inc. 


21 West Street, New York 6, N.Y. 


WHitehall 3-1572 


New Orleans—Bieh! & Co., Inc., Sanlin Bldg. 


Houston—Biehl & Co., Cotton Exchange Bldg. 


Chicago—F. C. MacFarlane, 2520 Bankers Bldg 


Detroit—F. C. MacFarlane, 945 Free Press Bldg. 


Santos/Rio—Agencia de Vapores Grieg S/A 


Paranagua—tTransparana Ltda. 


Buenos Aires—lInternational 


Freighting Corporation, 


Inc 


Pal0/18 BalO 22 
Cunard $al10/15 NO10/20 Hol0/23 


REGULAR AMERICAN FLAG SERVICE 


AMERICAN Freight and Passenger( BRAZIL 


Service E 
REPUBLICS Coast of United States 
LINE and the countries of 


PACIFIC Freight and Passenger 
Service between 
REPUBLICS Coast of United States 
LINE and the countries of 


AMERICAN Freight and Passenger 
SCANTIC Service between 


Coast of United States 
LINE and the countries of 


URUGUAY 


| ARGENTINA 


URUGUAY 


| ARGENTINA 


NORWAY 
DENMARK 


East ) SWEDEN 


POLAND 
FINLAND 
RUSSIA 


For complete informatien apply 


MOORE-McCORMACK LINES 


5 Broadway, New York 4 


Offices in Principal Cities of the World 


| 
< 
NY12/10 Pal2/15  Bal2/17 | 
“" MOORE-McCORMACK 
Nfl1 18 


Meet First Ass't Engineer 
Lawrence R. Fairchild 


... his creative power 
helps coffee shippers on 
Pacific - Argentine- 
Brazil Line 


“Deacon” Fairchild has a well-thumbed copy of “Your 
Creative Power” on his bookshelf. Any one of his sev 
eral inventions prove he knows how to use it. Aboard 
ship, his ability to come up with the answers helps keep 
the generators, blowers and winches so important to 
coffee shippers running smoothly. 

Let the men of P-A-B help solve your shipping prob- 
lems. Regular schedules on fast C-3 ships between 
Brazil and the West Coast of the United States, 


Pacific Argentine- Brazil Line, Inc. 
Pope & Talbot, inc. Agents 


Accommodations for POP. 
12 passengers 


Executive Offices: 100 Bush St., San Francisco, DOuglas 2-2561 


LOUIS DREYFUS LINES 


REGULAR service From 


Principal British East African and Madagascan 
Tea & Coffee exporting ports to U. S, Atlantic 
and Gulf Ports direct. 


GENERAL FREIGHT AGENTS 


BRITISH EAST AFRICA 
Dalgety & Co., Ltd. 
P.O. Box 20, Mombasa 


MADAGASCAR 


UNITED STATES 
Saqus Marine Corp 
2 Broadway, New York 4 
WHitehal! 3 6330 
SOUTH AFRICA 
Parry, Leon & Hayhoe, Ltd Scandinavian East Africa Line 
320 Smith Street tt Rue Dupre—P.O. Box 679 
P.O. Box 9796, Durban Tananarive 


SAILS SHIP LINE DUE 

12/5 Lars Maersk NY1/5 Hal/17 

12/8 British Prince Hal/4 Bol/7 NY1/9 Pal/14 6al/16 Nal/18 

HONG KONG 

9/18 Jeppesen Maersk SF10/11 LAIO/14 NY10/29 

9/20 Toreador Barb-Wn SF10/12 LA10/14 NY10/30 

10/3 Susan Maersk SF10/27 LAIO/29 NY11/14 

10/5 Taiwan Barb-Wn SF10/27 LA10/29 NY11/14 

10/18 Maren Maersk SF11/10 LAI1/13 NY11/27 

10/20 Tarcred Barb-Wn SF11/11 LAI1/13 NY11/29 

11/3 Rita Maersk SF11/25 LAl11/28 NY12/12 

11/18 Effie Maersk $SF12/10 LA12/13 NY12/27 

12/3 Chastine Maersk $F12/25 LAl2/28 NY1/12 

KOBE 

9/10 Tungsha Barb-Wn SF9/27 LA9/29 NY10/15 

9/12 Mart Pioneer NY10/10 

9/24 Jeppesen Maersk SF10/11 LA1O/14 NY10/29 

9/25 Toreador Barb-Wn SF10/12 LA1O/14 NY10/30 

10/9 Susan Maersk $F10/25 LA10/28 NY11/11 

10/10 Tauwan Barb-Wn SF10/27 LA10/29 NY11/14 

10/25 Maren Maersk SF11/10 LAI1/13 NY11/27 

11/9 Rita Maersk SF11/25 LA11/28 NY12/12 

11/24 Effie Maersk $SF12/10 LA12/13 NY12/27 

12/9 Chastine Maersk S$F11/25 NY1/12 

PORT SWETTENHAM 

10/3 Cingalese Prince Hall/4  Bell/7 NY11/9 Pall/14- Ball/16 
Nf11/18 

11/3 Malayan Prince Hal2/5 Bol2/8 WNY12/10 Pal2/15  6Bal2/17 
Nf12/19 

12/3 British Prince Hal/4 Bol/7 NY1/9 Pal/14 Bal/16 Nf1/18 

SHIMIZU 

9/11 Sally Maersk SF9/25 LA9/28 NY10/12 

9/13 Tungsha Barb-Wn SF9/27 LA9/29 NY10/15 

9/14 Mart Pioneer NY10/10 

9/26 Jeppesen Maersk SF10/11 LA10/14 NY10/29 

9/28 Toreador Barb-Wn SF10/12 LLA10/14 NY10/30 

10/11 Susan Maersk SF10/25 LA10/28 NY11/11 

10/13 Taiwan Barb-Wn SF10/27 LA10/29 NY11/14 

10/27 Maren Maersk SF11/10 LAL1/13 NY11/27 

11/11 Rita Maersk SF11/25 LA11/28 NY12/12 

11/26 Effie Maersk SF12/10 LA12/13 NY12/27 

12/11 Chastine Maersk S$F12/25 LA12/28 NY1/12 

YOKOHAMA 

9/15 Tungsha Barb-Wn SF9/27 LA9/29 NY10/15 

9/15 Sally Maersk SF9/25 LA9/28 NY10/12 

9/16 Mart Pioneer NY10/10 

9/3) Toreador Barb-Wn SF10/12 LA10/14 NY10/30 

9/30 Jeppesen Baersk SF10/11 LA10/14 NY10/29 

10/15 Taiwan Barb-Wn SF10/27 LA10/29 NY11/14 

10/15 Susan Maersk SF10/25 LA1O/28 NY11/11 

10/31 Maren Maersk SF11/10 LA11/13 NY11/27 

11/15 Rita Maersk SF11/25 LAI1/28 NY12/12 

11/30 Effie Maersk SF12/10 LA12/13 NY12/27 

12/15 Chastine Maersk $F12/25 LA12/28 NY1/12 


' Accepts freight for New York, with transshipment at Cristobal, C. Z 
* Accepts freight for Atiantic and Guif ports, with transshipment at Cristobal, C. Z. 


ship your coffee 
ia Grancolombiana 


from COLOMBIA « ECUADOR+ EL SALVADOR 
GUATEMALA +CUBA+ MEXICO 
to ALL COASTS 

of the U.S. and Canada 
General Agents 

Transportadora Grancolombiana, Ltda. 


New York 
52 Wall Street 


merc Ante 


Granco 


Detroit 
1355 Book Building 


Chicago 
208 South La Salle Street 


Agents 

New Orleans and Houston: Texas Transport & Terminal Co., Ine 

Vhiladelpt Lavino Shipping Co Montreal: Kobert Reford Ltd 
las Angeles: Transmarine Navigation Corp, Boston: Koston Shipping Corp 


San Franciseo: Kalfour, Guthrie & Co., Lid Baltimore: Penn-Maryland 8.8. Corp 
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, 
\A 
i 
| 
& TALBOT 
LINES 


518 
501 


975 


October 
November 
December 


Brazil 
1954 


Coffee Movement In The U. S. Market 
(Figures in 1,000 bags) 


Deliveries—from: 
hers 


Visible Suppl a of Month 
Total 


ot Total Brazil ot 


398 916 543 590 1,133 
4858 403 512 O15 
1,122 2,097 ,035 532 1,567 


1955 

1,193 540 650 1,190 425 381 

1,490 731 775 1,506 543 349 802 
1,894 1,063 824 1,887 1,024 213 1,237 


1,849 1,100 


1956 

cs 1,894 828 977 1,805 880 445 1,325 
March rare eee 1,126 1,226 2,352 1,192 421 1,613 
May 1,336 622 694 1,316 695 586 1,281 
1,810 866 837 1,703 930 nas 1,473 
August 28) 1,233 654 1,308 


The coffee outlook 


Cotfee men are studying the newest Census Bureau 


figures on coffee inventories and roastings as clues to 
the industry picture. 
Inventories of green coffee, the Census Bureau said, 


totaled 2,632,000 bags on June 30th, an increase of more 
than 1,000,000 over the 1,587,000 bags on hand the year 
before. 

The June 30th inventory was 445,000 bays over the 
stock position at the end of 1955, 

Roastings are running higher this 
In the first two quarters, they totaled 10,475,000 bags, 
13% above the 1955 volume for the same period, The 
first quarter was up 20% this year, the second quarter 
5%. 


Especially interesting were the figuers on roastings for 


year than last 


soluble coffee. 
During the first half of this year, they reached 1,593, 


Fiowes N. y. Coffe Inc., in bags of origin _(Preliminary) 


Census Bureau, 


000 bags. At annual rate, said the 


this represented an increase of more than one-third overt 
1954 


dan 


1955 production, and a jump of 50°) over 


The 
in relation to total roastings was 
of 1956, compared with 12.3% 
1954. 

Imports of green coffee for the first half of this year 
1946. They to 


ot overt 


soluble ( otte ¢ 
first halt 


for 


proportion of roastings used 
¢ 


15.2% in the 


in 1955 and in 


amounted 
the 


at the highest rate since 


bags, 


were 
11,238,000 
period last year 


an increase 25% same 
Imports in the first quarter of 1956 were 6,443,000 
bags, the largest quarterly volume since the first quarter 
of 1952. This was only the seventh time in ten years 
that quarterly imports topped 6,000,000 bags 
Imports in the second quarter of 1956 were 4,796,000 
bags, down from the first quarter levels, but 7° over 


the second quarter of 1955 


OVER TWENTY-FIVE YEARS OF CONTINUOUS DEPENDABLE SERVICE TO THE COFFEE TRADE 


7 4 
‘ STOCKARD STEAMSHIP CORPORATION, GENERAL AGENTS 

{ aR Q n 17 Battery Place, New York, N. Y., WHitehall 3-2340 : 
STOCKARD SHIPPING & TERMINAL CORP. 

BALTIMORE: Garrett Bidg., Saratoga 7-2607 © PHILADELPHIA: 10! Bourse WAlnut 2-2152 ‘ 
15 days service from Santos to New York do AGENCIA de VAPORES S/A Praca cry 4 


Serving The Coffee, Tea & Spice Trade For Many Years . Riverfrout Warehouses 
| ’ 
Brookhattan Trucking Co., Inc.}) Bowne Morton’s Stores, Inc. 
57 FRONT ST. NEW YORK 4, N. Y. ¢ { 611 SMITH ST. BROOKLYN, N. Y. 
Import, Export and Bonded Trucking Shaded 
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Pakistan tea: status and perspectives 


(Continued from page 49) 


handled 307,744 chests of tea as ayainst 157,000 chests 
1951 Advantage is still taken of the 


London auctions; approximately 10,000,000 Ibs. of tea 


in the 1954 season 
were shipped direct to London auctions by producers in 
the year 1955-1956 the 
Pakistan's tea is auctioned at regularly held internal sales 


Today, however majority of 

All teas entering these internal auctions are carefully 
sampled tasted and catalopued by experts upon arrival 
at the warehouse. Reliable brokers report to sellers on 
the standards of their offerings, provide samples to the 
trade, and establish provisional valuations at the auctions 
Pakistan 1s, relatively, a small producer of tea, and accord 
ingly her prices are to a large extent dependent upon 
those paid for equivalent grades originating in other 
Since the 


Pakistan has been in a better position to produce tea at 


countries revaluation. of currency, however, 


prices which are competitive with other teas used as 


fillers or blenJers 


Warehouse and storage facilities 


Realizing the importance of port and shipping facili 
ties in the tea trade, a great deal of effort has been con 
centrated on increasing the storage space available to the 
tea industry at Chittagong. The central government has 
erected a warchouse which contains 100,000 square feet 
of covered floor space and, in addition, especially de 
siyned and constructed sheds are now in use. Tea is 
usually loaded and shipped in the winter so as to avoid 
the damaging moisture of the monsoon season. Constant 
improvements of the Chittagong port capacity, as well as 
port 


siderably eased the shipping situation 


the establishment of a new at Chalna, have con 


Direction of tea trade 


In an average year, about 25,000,000 Ibs. of tea are 
exported to foreign countries. The United Kingdom is 
by far the leading buyer, claiming a big share of about 
90% of the foreign exports. The United States also 
imports Pakistani tea; during 1954-1955, when United 
States total imports of tea dropped by 229, Pakistan was 
one of four countries which increased its exports to the 
United States, showing a gain of 48,000 Ibs., from 21, 
540 to 69,722 Ibs 

Today, however, domestic consumption 1s an increasing 
ly important factor, claiming over half of the total output 
Domestic consumption of tea has risen from 9,000,000. Ibs 
in 1948 to the present total of 40,000,000 Ibs. in 1955-1956. 
Surprisingly enough the majority of tea drinkers reside in 
West Pakistan! 


has cut down the amount of tea available for export, it 1s 


Though rising domestic consumption 
believed that increased productivity should provide an 
additional 10,000,000 Ibs. of tea for sale to foreign buyers 
within the next few years 

The Pakistan Tea Board, consisting of members of the 
central government and representatives of the Tea Traders 
Association of Chittagong, was constituted under the 
Pakistan Tea Act of 1950 


promote the sale and consumption of tea both in Pakis 


This board has done much to 


tan and abroad, to organize and assist in research con 


nected with tea, and generally to encourage measures 
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which would prove favorable to the growth of the in 
dustry 

The Tea Board ts also responsible for determining the 
export allotment, which has been set at 30,000,000. Ibs 
for the year April, 1956, through March, 1957 

The Pakistan Tea Licensing Committee will allocate 
quotas to individual estates which will carry export rights 
Current export duty 


without restriction as to destination. 


is 6 annas* or 12¢ per pound. Commercial samples up 
to 20 Ibs, may, however, be exported by air-freight duty 


free 
The future: Tea in Pakistan’s five-year plan 


The forgoing account is indicative of the fact that great 
gains have been made in the production, marketing and 
sale of Pakistan's teas. To Pakistan, however, the progress 
that has been made so far is only the beginning. Concrete 
plans are being formulated to ensure the growth of this 
important industry on a sound basis. 

Chief among them is the provision in Pakistan's new 
Five Year Plan for public and private investment in the 
tea industry amounting to 6,000,000 rupees.* It 1s esti 
mated that this should raise production capacity to 60,- 
000,000 Ibs, per annum by 1960 and the target for 1966 
1s 80,000,000 Ibs. A new tea research station at Sriman- 
gal, East Pakistan, will commence operations shortly 
Proposed projects include the evolution of a daintier, 
finer quality leaf without sacrifice in quantity, 30 acres 
devoted to experimentation with new planting techniques, 
and research on improved production methods 

While the government and the industry will continue 
to press for the discovery of new varieties of tea ind for 
increasing the quantity, main emphasis will be placed 
on producing tea of a uniformly high quality in order 
to assure the industry of the firm price and stable market 
necessary for steady growth 


Conclusion 


The future of Pakistan's tea industry is linked up with 
the development of the country in the years to come. 
The efficient expansion of the tea industry contributes in 
creasingly each year to the economic strength of the 
nation, for its foreign exchange carnings are an important 
element in Pakistan's balance of payments position 

Irrigation and flood control programs, the building of 
a fertilizer industry, construction of all-weather roads, 
and further enlargement and improvement of Chittagong 
port are only a few of the schemes featured in the Five 
Year Plan which will inevitably aid tea production and 
promote its sale. 

As Pakistan grows, its tea industry will move 


from strength to strength 


ards 


1 Rupee=21¢ 


16 Annas==1 Rupec« 


Three daytime radio serial programs 
to promote Chase & Sanborn Instant 


Standard Brands Inc. has purchased sponsorship in 
three CBS Radio daytime programs on behalf of their 
Chase & Sanborn Instant Coffee and Blue Bonnet Marga 
rine 

The programs are ‘Backstage Wife,” 
day; and “Second Mrs. Burton.” 


“Our Gal Sun 
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how we eliminated 
the back-order problem 


(Continued from page 57) 


supplied by specialists from The Standard Register Co 
The typewriter portion is equipped with this company's 
Registrator Platen for feeding Kant-Slip, continuous margin 
ally punched forms at high speeds and in pe rfect alignment 

Under the new system, our salesmen work with a single 
copy of their sales order, designed so that it matches the 
invoice form exactly. Both forms have been designed so 
that they can be completed with a minimum of clerical en 
tries. Package descriptions are listed in a single column; 
for each item on the order, the salesman specifies the brand 
ordered, total weight, the unit price at which it was sold, 
type of grind requested—all in columns provided—and 
makes a listing by cases for warehouse convenience. The 
name and address of the customer, shipping instructions, 
date, his name and delivery date complete the salesman’s 
writing. 

As the orders come into the office they are audited for 
credit purposes, then sent right to the Computyper. The 
operator first types in heading information, shipping in 
structions, customer order number, name of the salesman, 
et 

The body of the form has been designated so that mer 
chandise data is entered in this sequence: net weight in the 
first column and unit price in the second. The 
automatically calculates the extension, which remains in 
the Calculator waiting until the operator calls for it In 
the meantime, she types in brand and case information. All 
the operator does is tabulate to the proper position and the 
machine automatically types in the extension. By design 
ing both the sales and invoice forms identically, the in 
voicing is reduced to a simple copying routine, rather than 


machine 


a finding and copying operation 


Merchandise data 


A safety factor in the Computyper minimizes the chances 
The decimal points are not typed but are auto 
In the total 


for error 
matically introduced in the first two columns 
weight column, a decimal 1s automatically printed on the 
right-hand side of the figure, imprinted so quickly that 
it serves as proof that the information was entered cot 
rectly. If the tabulation should be one column too far to 
the left, the last digit will not activate the decimal point and 
the operator will know that there has been a mistake. Simi 
larly, if it’s too far to the right, the decimal will be printed 
before or over one of the figures 

In the second column, the control decimal 
In any case, its position serves to 


falls in the 


regular price position 
indicate at a glance that the information has been entered 
in the right columns. With this information entered proper 
ly, we have automatic proof that the machine has reac hed 


a proper total. 

After completing the typing of each invoice, the operator 
presses the “Total” key and the Computer prints the total 
amount due. The unit also accumulates daily totals of either 
pounds, cases or dollars, whichever we presclect at the start 


of the day 
The invoice form consists of six copies, all created in this 
one writing through interleaved, one-time carbons built 


into the form sets. The sixth copy ts immediately separated 


after each group of bills ts prepared and sent to the pro 
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duction control manager, making it possible tor him to g 
sales totals and check inventory as fast as the warehouse can 


t 


get around to preparing the shipment 
Previously, when factory processing was trom the same 


salesman's order used for other purposes as well, back 
ordered merchandise had to be followed with the samc 
piece of paper. That one paper, of course, also called 
for other merchandise which did not have to be back 


ordered. It was here that much of the old trouble occurred 

With the Computyper, this problem has been eliminated 
Now, the production control manager advises the office 
when items are out of stock and when they will be available 
Forewarned, the ¢ omputyper operator prepares separate torms 
for such items so that they are held and filled just as soon 
as possible. Such instances, incidentally, occur very intre 
quently now, but when they do, we have a procedure set up 
to accommodate the back order, without the 
multiple handling of a single sheet of paper and the con 
fusion which was bound to result 

The first copy of the invoice form becomes the otficé Copy, 
used for posting accounts receivable on a National Cash 
After posting, it goes into 


Nec Cssary 


Register bookkeeping machine 
a permanent alphabetic file maintained by customer nam 

The second copy ts used to develop total sales analysis 
figures by brand and analyses of salesmen's commissions 
Eventually, it goes to the salesman in support of his com 
mission statement 

The third, fourth fifth 
gether im manufacture as continuons Zipsets 
group to the shipping department, where they are used to 


They provide all the paper 


Come stapled to 


and copies 


They Ro is a 


assemble and ship the order 
needed to deliver the merchandise on our own trucks — as 
we do within the city—-or turn it over to a common Carrier, 
as 1s the case with what we call country shipments 

The third copy is used as the customer invoice. Number 
four is the dray ticket And number the bill of 
lading. In city deliveries, the entire set goes out on the 
truck COpy, 
dray ticket as a recipt, and copies four and five are brought 
back to the office as proof of delivery. These are filed by 


date, providing us with a cross-reference proof of delivery if 


five 4s 


The customer ts given the invore signs the 


any question should aris« 


Less time 


In a country delivery, only copies four and five go to the 
carrier, The dray ticket 1s still signed, returned, and placed 
in the date file, while the bill of lading is kept by the 
carricr The INVOICE IS placed im a window envelope and 
mailed to the customer 

The preparation on the Computertyper of all the paper 
work needed in our operations takes less time than used to be 
required to make out separate bills of lading and dray tickets 
in the shipping department, which ts no longer burdened 
with that job. In the office, we prepare more legible in 
voices in less time than we used to spend in posting, manu 
ally extending and double-checking the handwritten invoices 

Actually this last phase of the operation alone has saved 
from four to six hours of work a day. The Computyper oper 
ator conveniently processes the order in the morning, with 
the great bulk of our shipments going out the same day 

The customer gets a more legible 
neat 


much more IMpressive 


invoice of proved accuracy A form builds 
respect and customer confidence for the firm using it 


Most important, we now get production control and sta 


pree 


tistical data at the same time the orders are processed for 
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shipment, instead of having to wait until the paperwork is 
Consequently, the back-order problem has been 
effectively eliminated. 

The clerical savings involved will pay for the Computyper 
in about two years, more than justifying the investment in 
this new unit. The real big bonus in this new system, how- 
ever, lies in greater management information, which is 
bound to result in better service to our customers. 
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Because of its low cost, Robusta coffees are widely 
used as a cheap filler in the manufacture of soluble 
coffee, and perhaps this is one of the reasons why many 
soluble coffees are so lacking in good flavor. I feel that 
the keen competition among the soluble coffee manu- 
facturers and merchants has resulted in an endeavor to 
make the cheapest soluble coffee possible without suf- 
ficient regard to acceptability of flavor by the consuming 
public 

It has been found difhcult enough by most of the 
manufacturers of soluble coffee to capture and retain the 
aroma and flavor of good quality green coffee without 
further losing it by diluting their good coffee with poor 
quality green beans. 

There are many ways coffee flavor can be lost, and the 
first and most serious is in the present method of roast 
ing coffee. Everyone familiar with the delightful aroma 
that pervades the vicinity of roasting plants knows of 
this serious loss of aroma, The men responsible for the 
roasting of coffee have probably accepted this loss as a 
matter of fact and regard it as a necessity, but it need not 
be so 

The customary method of dousing the hot roasting 
coffee with water in order to check the roast immediately 
is one of the many evidences, in my opinion, of a lack 
of scientific knowledge in the coffee business, Why ? 
Because, as every chemist knows, the way to drive off the 
volatile flavors of substance is to steam-distill it. 
What is steam distillation? It is the art of passing steam 
through a substance to drive off the volatile flavors. 


any 


When cold water used in checking the roasting tem 
perature of coffee comes in contact with hot coffee at a 
temperature of about 425° F, it is turned to steam, The 
hot steam immediately causes some of the volatile flavor- 
ing substance of the coffee to vaporize, and these valu- 
able flavoring ingredients are driven off with the steam 
into the air. 

The delightful aroma which can be smelled when any 
coffee roasting plant is operating consists of the steam 
distilled coffee flavors, In brief, the process of checking 
the roast with water drives off and the very 
substance which the coffee roaster wishes to supply to 
his customer, In my opinion, more of the valuable 
coffee flavor is lost than is retained by the coffee it- 
self, 

A patented process has been devised for roasting coffee 
in such a way that these valuable flavors can be captured and 
returned to the roasted coffee. The weight loss, amounting to 
il,9% of the weight of the green coffee, can be conserved. 
Therefore, not only a much stronger flavored coffee can be 
obtained but a weight and a monetary saving of 41.9% can 


loses 


be gained 
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This is a very broad statement and one which I would 
not make unless I had actually made the test in our 
own laboratory and observed the facts. 

The coffee is roasted under vacuum, which requires a 
change in the type of cylinder used. The method of 
roasting eliminates all smoke. 

The first 1014% of the weight loss consists of the 
objectionable green flavors and the approximate residual 
moisture in the green coffee. This is discarded. The 
final 414% of the weight (approximate) is retained in 
the roasted coffee, thus increasing the flavor content. 
The roasting temperature is checked without adding 
water to the hot coffee. 

Many millions of dollars can be saved by the coffee 
industry and far better quality roasted coffee can be ob- 
tained by this new method of roasting, I feel. Thus 
one more scientific advance in the old art of coffee roast- 
ing is available in this modern age. The process under 
which this is accomplished is known as the Philip Page 
Process of Treating Food Products. It is fully protected 
by patents but is available to the coffee roasting industry 
on a royalty basis. 

What does the aroma of roasting coffee consist of ? 
The volatile aromatic oils which develop in the last 
four or five minutes of roasting? These constitute ex- 
tremely minute percentages of the roasted coffee, yet 
they constitute substantially all of the aroma which we 
know as coffee. They are extremely powerful, pungent 
substances, 

The volatile the coffee which are formed 
while the coffee is being roasted? These consist of many 
different kinds of acids, Some of them are quite im- 
portant in the cup of brewed coffee. Some of them are 
objectionable, as in the case of “Rioy” coffee. While 
aroma is quite a different factor from taste, it is a part of 
the flavor but not the entire flavor. More will be dis- 
cussed of flavor in a subsequent article. 

We enjoy taking in big whiffs of the roasting odors. 
They contain very minute amounts of sublimed caffeine, 
and even though they are very minute they stimulate 
sensory organs. We enjoy the same feeling when we 
smell roasted coffee being percolated in the kitchen in 
the morning. The steam vapors escaping from the per- 
colator undoubtedly carry with them some minute 
amounts of caffeine and we associate the stimulating ef- 
fect of the aroma of coffee with the stimulating effect 
of the beverage itself. In fact, the theory has been 
propounded that the aroma of coffee is the interaction 
under heat of the caffeine with the protein and the 
carbohydrates and fats of the coffee. 

Whether this is true or not still does not change the 
fact that coffee gives off a delightful aroma during the 
last few minutes of roasting and during the quenching 
operation, Some of the caffeine condenses in the flues 
and stacks of the roaster but considerable also escapes 
into the surrounding atmosphere. One firm makes 
money by buying the scrapings recovered by the coffee 
roasters from their flues. This firm recovers from 10% 
to 35% of these scrapings in the form of pure caffeine. 

The caffeine in brewed coffee, as well as in soluble 
coffee, gives the effect on the taste glands of a slight 
bitterness in the cup. The degree of this bitterness de- 
pends on the amount of caffeine in the cup. The usual 


ac ids of 


(Continued on page 84) 


INDUSTRIES The 


and Flavor Field 


& TEA 


| | 
i 
ites 
ve 


THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 


packaging for the “mass” gourmet market 


By CHARLES P. McCORMICK, Jr., Products Manager 


Convinced that the gourmet market has become a mass 
market, McCormick & Co., Inc., 15 tailoring its merchandising 
stvategy to tap the expanded sales potential. This article, 
from Food Business, published for food manufacturers and 
packers, describes the management's various considerations 
m developing packages for all conditions and occasions. 


The time is past when gourmets were confined to the 
upper income brackets. Today they can be found in every 
new housing development, in everyday kitchens, and at out 
door barbecues, as well as in mansions and expensive restau 
rants. 

This new trend is due part- 
ly to the increased leisure 
time that so many more people 
are enjoying, and partly to 
the efforts of newspaper 
and magazine 
and food personalities on 
radio and TV. their 
stories and recipes they have 
shown the average family 
how simple and inexpensive 
it is to prepare dishes once 


food editors 


classed as delicacies. 

To reach this relatively 
new market effectively we decided that a number of our 
products should be repackaged. Our spices have always been 
sold in attractive, clearly labeled cartons especially suitable 
for kitchen use. These cartons have traditionally served their 
purpose in selling the regional and nationality markets for 
spices. 

Heretofore, certain spices have always found their greatest 
popularity in various sections of the country. People who 
favored Italian, German, Scandinavian, French, South Amer- 
ican, or Central European cooking were, gencrally speaking, 
found in groups in different cities and states 

Today, however, it seems that everyone, regardless of 
nationality, likes to try foreign foods. The family of Italian 
descent, for example, might serve a Swedish smorgasbord 
after reading about it in a food column or magazine or 
hearing it discussed on a radio food program or whipped up 
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McCormick & Co., Inc. 


in television demonstration—and a Swedish-American 
family invites friends in for a Mexican dinner, 

In considering a new package for this new market, we 
decided that a glass container would be best. First, the 
glass jar would be suitable for two types of labels: a com 
plete wraparound and another which would permit a high 
degree of visibility. Some of the exotic spices are a delight 
to the eye as well as the senses of smell and taste, Basil, 
crushed red pepper, oregano, rosemary leaves, poppy, anise, 
and even coarse grind pepper are in this category, and for 
them we decided on a front and back label 

Another factor in determining the use of glass was its 
suitability for a contamer which can be used etther in the 
kitchen or on the dining room table. An important purpose 
in introducing the newly packaged line was to take ut out 
of the strictly kitchen category 

A wraparound label is used for those spices which, gen 
erally speaking, are used in the preparation of foods in a 
kitchen or at A window in the bot 
tom of the wraparound permits the consumer to see when 
and serves 


an outdoor barbecue 


the supply in each container ts almost exhausted 
as a reminder to buy some mor 

Some of the spices are sifted through a shaker top fitted 
on the inside of the screw cap and others are spooned out. 
The plastic top is also removable for taking quantity measure 


Visibility is stressed: for spices which have eye appeal or which may 
bexplaced on the dining room table. Other spices have wrap-around 
labels, with “windows” to show how much is left in the jar. 
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ments. The container had to be the right size for both. We 
found that a four inch high container was just right 

In the development of the new package we received in 
valuable assistance from both William Schneider, a Balti- 
more package designer, and The Lord Baltimore Press. Mr 
Schneider has done a considerable amount of work for us 
in the and so has Lord Baltimore, which has been 
printing McCormick cartons for some time. 

Mr. Schneider designed a label which, while clearly 
identifying our brand, nevertheless did not emphasize it so 


past 


blatantly that housewives would hesitate to place the contain 
er on their dining room tables, The label thus had to be com 
mercial and at the same time have a non-commercial aspect. 
Schneider's design, in our opinion, accomplishes this difficult 
feat 

The Lord Baltimore Press developed superbly the color 
shadings of the various labels and, equally important, ap 
plied an overall high gloss, water-white protective finish 
Many of these containers, it must be remembered, would be 
used outdoors where they would be handled by amateur 
chefs whose hands are sometimes gritty with charcoal or 
sticky with catsup. The coating used has both a high gloss 
ind special protective qualities. The container can be wiped 
clean very casily with a dry cloth 

Fach of the spices used primarily in food preparation has 
a label of a sharply contrasting vivid color, This not onl) 
contributes to quick identification of the contents but makes 
ad picturesque display on countes thelves and in the spice 
cabinet at home. The brilliant, varying colors are on the 
wraparound labels and it 1s expected that, within a short 
time, the housewife will come to associate the respective 
colors with the contents 

The more exotic spices have uniform labels of contrasting 
dark and pastel greens. The front and back labels permit 
visual identification of the contents in this category, and the 
subdued label coloring makes them especially attractive. 
Moreover, since the coarse grind pepper and, on occasion, 
the crushed red pepper are used as table seasonings as well, 
theres a plus in the handsome appearance Incidentally, 
the containers in both categories have caps and labels of 
matching colors 

All of the newly packaged seasonings that were formerly 
sold in cartons or cans will still be sold, as well, in’ the 
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cartons or cans so that those customers who prefer to buy 
them that way will be satisfied. However, we believe that 
the new packages will create a large new permanent market. 

The package was a full year in the planning stage, and 
the time consumed proves a point familiar to merchandising 
men: The package that creates the most impulse sales is 
the one that takes the longest deliberations to create. 
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amounts per cup of coffee is about 2 grains. There are 
7,000 grains in a pound, so this is relatively a very minute 
amount, A little sugar makes this bitterness very de- 
lightful indeed, and a little cream makes it still more 
delicious, 

Without the stimulating effect of the caffeine in coffee 
and its corresponding bitterness there would be very 
little coffee grown the economies of the coffee 
producing countries would be quite different. 

Caffeine is an alkaline or basic substance. It 
salts with acids and is probably joined with the acids of 
the roasted coffee. Drive these acids off, as is accomp- 
lished during the spray drying of soluble coffee, or 
combine them with the calcium in hard water, and the 
caffeine is released and more bitter. It 1s 
therefore quite evident that caffeine and aroma play a 
big part in the acceptability of dry soluble coffee. And 
consequently the character of the water used in extracting 
the coffee for drying is of great importance. 
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The next most important step in the preservation of 
the flavor and aroma of coffee is in the grinding, When 
coffee 1s freshly roasted, it contains 100% of the aroma. 
These aromatic principles are highly volatile. Johnson 
patented a method of condensing these volatile substances 
by passing them through a condenser surrounded by dry 
ice. Unless means are provided to prevent their escape 
during grinding for extraction, they escape into the air 
and are lost. 

Some methods used in the 
coffee call for extracting coffee in open equipment. Hot 
volatilizes the aroma of the coffee when 
It also 


manufacture of soluble 


coffee extract 
exposed to the open air, and it quickly escapes. 
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The year 1956 marks the golden anniversary of the en 
actment of the first federal pure food and drug law. It is 
ao coincidence, I am sure, that FEMA is having its 47th 
annual convention, for this association, like others, was 
formed shortly after the enactment of the first federal pure 
food law in order to be better able to meet our joint re- 
sponsibilities. 

Let us look back on conditions which prevailed prior to 
1906. Dr. Harvey W. Wiley, as chief of the Chemical Di 
vision (later Bureau of Chemistry of the United States De- 
partment of Agriculture), directed extensive studies of food 
adulteration between 1887 and 1902. Bureau of Chemistry 
Bulletin 13, by Wiley, Bigelow, and others, which appeared 
between these dates, covered 1,417 pages and was issued in 
ten parts. It dealt with the chemical composition, technology 
and adulteration of dairy products, spices, beer and wines, 
lard, baking powder, sugar, molasses, confections, honey, 
tea, coffee, cocoa, canned vegetables, cereals, and preserved 
meats 

These investigations exposed a variety of abuses in the 
production of foods and drugs. The sensational revelations 
were incorporated in reports to Congress and were dealt 
with at length in testimony before Congressional commit 
tees. A number of prominent writers for newspapers and 
for magazines of national circulation gave wide publicity to 
the charges. Dr. Wiley readily acquired the support of the 
General Federation of Women's Clubs and of many indi 
vidual women’s organizations. 

The history of this period records somewhat inconspicu 
ously the fact that “most of the well-established concerns 
manufacturing foods, drugs and drinks favored such regu- 
latory legislation.” 

Dr. Wiley and his supporters were successful in their 
efforts, and the first national food and drug law became a 
reality on June 30th, 1906. When we look back to 1906, 
we see retail grocery stores whose stocks were largely re- 
stricted to simple staple products, such as flour, sugar, and 
shortening. The foods sold in those days were principally 
ingredients with which the housewife coud prepare the 
finished foods for her family. Branded merchandise was in 
its infancy, and food packaging as we know it today, was 
unheard of. 

Those who pioneered in the factory production of foods 
and drugs were confronted with ruinous competition. If 
these honest men who sought to develop an_ interstate 
business in foods and drugs of high quality were to suc 
ceed, they would need protection against unscrupulous 
competitors. 

Bureau of Chemistry Bulletin 46, published in 1895, con 
tains the first published methods of analysis adopted by the 
Association of Official Agricultural Chemists at its 12th 
annual meeting. It contained methods for the analysis of 
fertilizers, dairy products, soils, carbohydrates, and fer- 
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FDA and flavors 


By ROBERT A. OSBORN, Division of Food 
Food and Drug Administration 


Department of Health, Education and Welfare 


mented and distilled liquors. At a meeting of the associ 
ation in 1900, it was decided to divide the subject ot tood 
adulteration into a number of general classes and make a 
systematic effort to outline methods for their examination 
The work was immediately organized by Dr. W. D. Bigelow 
and the Cooperation of the following associates was s¢ 
cured: W. M. Allen, W. H. Ellis, William Frear, F. T 
Harrison, A. E. Leach, J. A. LeClerc, A, McGill, A. S 
Mitchell, L. S. Munson, L. M. Tolman, H. W. Wiley, and 
A. L. Winton 

One of the classes of foods referred to above was flavoring 
extracts. Bureau of Chemistry Bulletin No, 65 published in 
1902 contains the report of A. S. Mitchell dealing with 
(a) vanilla and its substitutes and (b) lemon extract 
Strange as it may seem, the problems of adulterated vanilla 


This review of developments im food and drug regulations 
of interest to the flavor field is from a veport to the 47th 
annual convention of the Flavor Extract Manufacturers As 


extract and lemon oil and lemon extract are still with us 
today. 

It may be of interest to the members of this association 
to include the open:ng paragraph of Mr. Mitchell's report 

“Flavoring extracts consist of three classes of preparations 

tinctures, spirits, and artificial essences, Each class needs 
specific treatment, varying in detail with the object sought 
In quantitative examination of either tincture of vanilla or 
spirits of lemon, it 1s essential to Carry out Comparative tests 
upon similar products of known purity and strength, Many 
of the methods recommended for lemon may be readily 
adapted to the examination of other spirits Contaming vola 
tile oils 

Bureau of Chemistry Bulletin No, 107, published in 1908, 
contains official and provisional methods of analysis of the 
Association of Official Agricultural Chemists, with six 
pages devoted to flavoring extracts. From this time on, a 
steady stream of reports on methods of analysis of foods, 
including flavoring extract, has appeared, culminating in the 
eighth edition of Offuisal Methods of Analysis ot the 
AOAC... appearing in 1955 hapter 19, 
tracts,’ covers 21 pages, and work by the present associate 


Flavoring Ey 


referee ts Continuing 

Incidentally, in recent years the trend of analytical pro 
cedures 1s in the direction of the use of instruments (or in 
strumental procedures) such as the various types of photo 
meters, spectrophotometers and chromatography, which pro 
cedures are more rapid and often more accurate than the 
classical chemical methods of analysis. In order to keep 
abreast of these changes, it 1s necessary to add new laobratory 
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equipment and to obtain additional laboratory space and 
supplies 

In this connection, the citizens advisory committee in its 
report on June 30th, 1955, on the food and Drug Adminis 
tration, said: “The committee is firmly of the opinion that 

the scope and complexity of the present enforcement 
and regulatory problems, if dealt with inadequately, consti 
tute a threat to the health and the welfare of our citizens 
and... that the resources of the FDA are woefully inade 
quate to discharge its present responsibilities 

The committee, which was appointed by former Secre- 
tary Hobby, made numerous detailed and constructive recom 
mendations in regard to carrying out an expansion of our 
activities. The present administration has proposed a 17% 
increase for the fiscal year 1957 for the continuing operations 
under the Federal Food, Drug, and Cosmetic Act, and plans 
have been made for a very substantial increase in FDA's 
facilities, both in Washington and in the field. 

We appreciate the continuing support from members of 
your association, and we look forward to some increased 
activity in the field of extracts and flavors. 

In passing I would like to list several instances of cooper- 
ation of your members with the Food and Drug Adminis- 
tration which have taken place over the years: 

1, The promulgation of ‘advisory’ standards for flavor 
ing extracts and essential oils under the Federal Food and 
Drugs Act of 1906. 

2. The removal of coumarin as a flavoring when it was 
found that it was a toxic substance 

4, The activities of the F.E.M.A. Scientific Research 
Committee in listing the aromatic chemicals by classes and 
in the order of their importance in flavoring, which per 
mits our pharmacologists to select the more important com 
pounds for toxicity studies 

i. The current vanilla research project by your Scientific 
Research Committee. 

5. The informal approach by the officers and members 
of this association to the solution of our mutual problems 
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oxidizes or polymerizes to form other substances which 
do not have the flavor and aroma of coffee.  Experi- 
ments in our laboratory have definitely demonstrated 
this fact. The amount of flavor in coffee is so minute 
in weight, it is important to save as much of that little 
as possible. According to the excellent researches of 
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Punnett and Eddy, and confirmed by the author, roasted 
coffee loses about 66% of its volatile aroma during grind- 
ing 

One of the patents of the author, U.S. Patent No. 
2,454,510, prevents this loss by plunging the hot coffee 
as it comes from the roasting equipment directly into 
the previously concentrated and cooled coffee concentrate. 
The steam which results condenses in the cold concentrate 
to impregnate it with the rich, natural roaster flavors. 
The cold concentrate is rich in carbohydrates, which fix 
the volatile flavors so that they are preserved in the 
drying. When this cold coffee concentrate is dried in a 
spraydryer which has been properly designed, the rich 
flavors of the roasted coffee are retained in the dry solu- 
ble coffee powder. 

It must be presumed, of course, that the coffee con- 
centrate is protected from the time it is enriched until it 
is dried. Flavor losses can be considerable at this point. 

The goal of all manufacturers of instant coffee has been 
to make soluble coffee which will have the aroma of 
freshly roasted coffee and which when reconstituted with 
hot water will taste like brewed coffee. We can state 
unequivocally that this is now possible. We now pro- 
duce instant coffee which has the exact, true aroma of 
the roasted coffee from which it was manufactured. 
Furthermore, when this instantly soluble coffee is diluted 
with hot water, the flavor of the solution is the same 
flavor as that of the same coffee when brewed in the 
usual manner, 

It is believed that the sales of soluble coffee will now 
increase further, for this has been the one limiting factor 
heretofore, i.e. the lack of flavor and aroma in the cup 
made with instant coffees. In subsequent issues, we will 
discuss coffee flavor further. 
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Safety Council one learns that the accident rate in fac- 
tories takes a sharp downward turn after each coffee break. 
Production managers also feel that the coffee break 
stimulates workers to better workmanship and greater 
production 
We are proud to have had a hand in producing a 
product that has so many pleasant side affects. Our 


prime purpose is to produce a liquid coffee concentrate 
that will make a wholesome, flavorfu! cup of coffee 
available in automatic hot coffee dispensers. 
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By MARK M. HALL \s to general conditions in’ Brazil 
Weldon said that the cost of living was 
very high, and as a result wages had to 
be increased accordingly The country 


had the opportunity to observe condition seemed to be having a rough time with in 
Many 


flation. Sao Paulo is still building 
in that country first hand, has ideas about 

companies, including 
the coffee market which are worth noting I : ’ 


In connection with the 1956-'57 crop, 


8 Weldon Emigh, who recently re 
turned from a trip to Brazil, in which he 


American, are es 
tablishing branches there, and prospects 
for increased development in’ Brazil are 


big 


he said that it is badly rain damaged, 


perhaps more so than is realized. This 


applies to coffees from Parana and Sa @ 8 The Western States Tea Association 
Memorial Par] 
even greater) premiunis obtain toy August lived up to old traditions, ex 


cept that this year fog and cold rolled in o 
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grades, such as 2 


one to work with. exporter 
to the task of sorting out the portion of 


spirits of the tia men and their families 
however, and new records were marked 
the crop which is free from rain damage, in fun and hilarity 


and only constant surveillance on the part . 
Charlie Montague and Larry Burachet 


of roasters will insure deliveries to 
broke the perennial grip of Ed) Spillane 


standard 

Weldon said he would hazard the guess 
that the past Sao Paulo crop, 1955-56 will 
be exhausted by the end of Septembe f. 


and Guido Simont on the prize for the 
horse-shoe game. The association at last 
had developed talent to oust them. Jim 


and that applies to everything. There are thoney, Sr, saw that the game wa 
very heavy stocks in Brazil, but the most 
of it und-sirable for export to the Pacific 


Coast trade 


played to Marquis of Queensbury rules 


Incidentally, Jim's grandson, Mark 


Rodriquez, won the four-year-old) boys 


The present minimum price poliey of 
LBC. is creating considerable hardship 
for exporters 
have found ii impossible to operate under 
the conditions created by these restric 
tions. In the humble opimion of Weldon, 


In many cases, exporters 


a more realistic and liberal policy on the 


race and did the old man feel chesty! INDONESIANS 


kd Spillane used his horse trailer to 
haul the liquid refreshments to the pieni 
kdl must have run out of horses, for as 
a rule he takes his steeds out that way for 
exercise, or he may have been resting 
up his horses to appear at the Cow Palace 


and others 
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easy way to get rid of a lot of coffee e 


freer flow of coffee, and by so doing 
possibly increase the exports. This would 
bring more dollars to Brazil, thus assist could be heard leading cheers for the 
alumm of Half Moon Bay Later he 

He further believes that it is doubly un assisted Mrs. Ed Spillane, mother of five 
fortunate that the rain damage to quality children, to turn a complete somersault 
should come at a time when the great No child went away without some kind 


Every now and then the voice of Guido 


ing the economy of that country 


spread between Brazils and milds would of a prize, and the bingo game was an 
have offered an opportunity for Brazil to 


sell coffee in great quantities 


(Continued on page 91) 


FITZPATRICK & HOFFMAN, INC. | 
GREEN COFFEE | 
210 California Street 
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E. A. JOHNSON & CO. 
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San Francisco I|1, Calif. 


WELDON H. EMIGH CO., INC. 
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210 California St., San Francisco II, Calif. 
Cable: "“REEDCAFE” (Member P.C.C.A.) 
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ew 


~ 
ses It s official \ Schon 
burnn & Co., Ine, will be moving to 
inew plant in Palisades Park, Bergen 
(ounty, N ] alter 2% years on Water 
treet, in New York's coffee section 
The move has been made necessary 
by plans to widen Water Street as 
pat called downtown ‘im 
jer ement 
\ chonbrunn & Co Ine, has 
ippomted Pomerance & Preimes, archi 
tects, to draw up plans and specifica 
tion lor if 110,000-square-toot office 
headquarters and coffee roasting plant 
at l’alisade Varl 
hie ite adjacent to the vast 
Overpeck Marine Park, at the northern 
terminus of the New Jersey Turnpike 
Phe new plant will be only a 25-minute 
ar ride from Schonbrunn’s old loca 
tion thee cotles district here, and 
r just four miles from Columbus Cirele, 
: is the crow flies. Moreover, it is only 
: fen munutes from the Lincoln Tunnel 
three minutes trom the Creorge 
* Wa hington Bridge 


lines the 
both 


erved by bus rail 


location 1s easily ible from 


uptown and downtown Manhattan, the 
out 


acces 


OM pany 
They 


pots 


emphasize that it is ideally 


quick and economical de 


liveries of merchandise to all parts of 


the metropolitan area 


Ihe company states that the plant 
will be the most modern possible, and 
will be as close to a pushbutton opera 
tion as the latest equipment can make 
it 

Construction on the new plant, which 


will be a story building, is expected 


one 
to start im October 
It will go up on a site covering 18 
acres m all 
8 8 ()ificers, directors and members 
of the adjudication and nominating 
ommittees of the New York City 
Green Coffee Association for the 1056 


7 fiscal year have been proposed by 


nominating committec 


for 


the current 

itheers 

H. } 


Propose d sas 


late calls reelection of the 
Fred ¢ 
Baerwald as 


Barnard as 


vers as president; 


vice president; and 
treasuret 
directors for the 1956 
Cargill, E. D. Gillies, 
Leister, J. A. O'Brien, P. I 
and R. A. Sutherland 
The adjudication committee 
include karl B. Ackerman, J. R. Aron, 
Kenneth H Fairchild, Fred Kolin, 
Arthur | Ransohoff, R. B. Sasseen, 
| H Silence, k Wear 
Proposed as alternates for the ad 


William L 


term are J. G 
Charles 
Stetzer 
would 


jucdication committee were 


Bolte, V. V. Byrne, Jolin Heuman. 
J. M. O’Connor and H. F. Sneden 
The nominating committee for next 
year would comprise C. W. Behrend, 
John lay, | Enright, 


Kimpel, Wolhilfahrt 


Submitting this slate of nominations 
Was a committee consisting of Henry 
M. De Ho , KE. J. Finnegan, George | 


Kimpel and George M. MeEyoy 
8 @ Visting the New York City office 
ol Machado & Co recently Was Robert 
Carballeira, of Herman Merino & Co. 
Ltda., Bogota, Colombia 

Mi Carballeira 
here on a combined busine 
tion trip 

Merino & Co. are 
coffees 


spent three weeks 


ss and vaca 


shippers of Co 
lombian 
8 Hi. 


are wishing a 


friends on the Street 


speedy return of good 


health to Jack Toomey, secretary of 
the New York City Green Coffee As 
sociation 

He has been in the Royal Hospital, 
The Bronx, for an intensive series of 
cxalninations 
BS offec people are mourning the 


passing of B. W. MeGrath, well known 
to them as the coffec 
division of the Continental Bag Special 
division of Oneida Paper 
Products, Inc., for the past 25 

Mr. MeGrath was stricken by a heart 


manager of bay 


ties 


( Orp., 
years 


years old 


attack He was 66 

He is survived by his wife and two 
grown children 

Coffee bay sales at Continental Bae 


Specialties are being handled by Robert 


Fk. Pentz, vice president of the corpora 


tion 

@e@ Up for membership in the New 
York City Green Coffee Association is 
the Bordas Corp., green coffee house 
located at 79 Wall Street 


The Company, which is headed by 
Diego Bordas, handles Colombian cof 
fees, and also Dominican and Ecua 
dorian brands 

The firm represents leading shippers 
Manta Cuidad 
others, it stated 


a coffee sales 


in Barranquilla, and 
Trujillo, among 
With the 


Pedro Quintana 


Was 


COMPANY as 


men 1s 
@ 8 Standard Brands Ine. has moved 
its headquarters office in New York 
City to the new Standard Brands 
Building on Madison Avenue at 59th 
Street 

The big food processing Company has 
taken a long-term lease in the new 16 
story building, which extends the en 
tire block between 58th and 59th 
Streets 


York City of 


The company's New 


located in the Fu 


fices were formerly 
ler Building, one block south where 
standard Brands had been a tenant 
lor 27 years 
® ® Very soon now, the coffee trade's 
New York area keglers should be roll 
ing the balls once again 

The committee on activities of the 
New York City Green Coffee Associa 
tion announced that the Bowling 


League Is Organizing once again “to! 


what will be the biggest and best sea 


son we have enjoyed in quite some 


Enthusiasm is running high, the com 
teams 


mittee reported, and some new 


‘re already being welcomed into the 


fold 
\rrangements were virtually assured 


for the League to bowl again this year 
at “Bowlmor Rec.” on Thursday even 
ings at 8:15 p.m. 

Barring unforseen difficulties, the 


Start its sea 
27th, de 


league should be able to 
son either September 20th o1 
pending on how fast team applications 


are completed—and returned with re 
mnittances 
Sometimes companies look for ad 


ditional bowlers, the committee added, 
individuals would like 
with a company 

filled 


said it 


and sometimes 


to make connections 
bowling 


would 


only a_ partially 
roster The 
be glad to be of 


situations 


with 
committe 


assistance in such 


Minneapolis 
By HARRY P. RILEY 
Coffee 


Northwest Roaster’s 
Association held a 
meeting last month = at 
famous cafe, Minneapolis. A 
spirational talk was given by 


McKiernan, president National 


interesting 
McCarthy's 
very in 
John 
Coffee 


Association, and Warren Schmidt, of 
the Coffee Brewing Institute 
Members and guests in attendance 


ine luded: 


Saker Importing Co—Ted Berend 
sohn, Phil Dahl, John Cogan 

Bache & Co.—Walley Friend 

Kibert Coffee Co—L. J. Eibert, Paul 
kibert, John Eibert, Bill Genty 

Holt Coffee Co Jim Holt, Paul 
Holt 

McGarvey, Atwood Coffee Co 
Henry M. Atwood, Harry P_ Riley, 
k. J. Fenton, P. Steiner, Roy Ander 
son, Phil Hawthorne 

Nash Coffee Co—L. J. Clark, J 
Lehnertz, D. Robinson 

Red Owl Stores, Inc.—David Plat 
ter, A. Peterson, David Platter, Jr 
(guest) 


Twin City Tea Co—D. Bentzen, 
(; Johnson 
W 
ling; Grover C 


J Aron & Co 


Co.—FE. Kemme 
Co Levh; 
Kaufman 


Sardsley 
Leyh 
Ine.—C 


REAMER, TURNER & CO. 


COFFEE 
Brokers and Import A 


“REATURN"” 
104 FRONT ST. 


gents 


NEW YORK 59 PEARL STREET 


Reaud-Geek Corporation 
Mexican —Sanio Domingo — Ecuador 
Guatemalan— Venezuelan 

Cuban— Africa 


Coffees NEW YORK 
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COFFEE & TEA 


INDUSTRIES 


and The Flavor Field 


Get your COLOMBIANS 


BALZACBRO 


Shortest Route from Growers 


Balzac Bros. & Company, Inc. | 


Edward P. McCauley & Co. 
COFFEE 


One Jones Lane New York 5, N.Y. | 


Cable Address: CAULCAFE 


Wm. Hosmer Bennett & Son 


Coffee Agents and Brokers 
NEW YORK, 5 


100 Front St. 
“Laticlave" 


GEORGE P. BOTT & CO. 
| COFFEE BROKERS AND AGENTS 
| 90-96 Wall St., New York, Tel. BOwling Green 9-1497 


Agents for 


SOC. RIO PRETO DE CAFE, LTDA. 
SANTOS — PARANAGUA 


ABREU FILHOS EXP. E IMP. S.A. 
RIO DE JANEIRO 


JAMES W. PHYFE & CO., INC. 


Coffee Brokers and Agents 


Representing leading shippers of 
Africans—Ethiopians—Belgian Congos 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. 


WALTER B. CARSWELL 


104 FRONT STREET, NEW YORK 5 


Green Coffees 


Tel. HAnover 2-1566 


A. L. RaNsonorF Co., INC. 
Coffee 


NEW YORK | 


108 Front Sureet 


| 


| Cable Address 
“RANWILLIG" 


| S. A. GLASBERG CO. 

ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 

IVORY COAST — MADAGASCARS — UGANDAS 
Cables: Cafruki, New York 


| CHARLES F. SLOVER & CoO., INC. | 


Coffee 


NEW YORK 


TEL.: WHITEHALL 4-8182 109 FRONT STREET 


67 Wall Street New York 5, N. Y. 
| | WESSEL, DUVAL & CO..Inc. 
W.H. LEE COMPANY | Extablished 1825 
COFFEE EXPORT IMPORT 
COMMISSION BROKERAGE 4 
Coffee and Cocoa | 
Gable Address NEW YORK 10: rront ST. | 


“WILEECOM" 


MEMBERS NEW YORK COFFEE & SUGAR EXCHANGE, iNC 


CABLE ADORESS 
HEMENWAY, NEW YORK 


67 BROAD STREET, NEW YORK 4,N.Y. 
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rleans hot es 


By W. McKENNON 


8 8 Luzianne Coffee has just completed 
a 12-week promotion which utilized the 
vacation then Six trips to Havana 
were given to winners of a jingle-writing 
Entry blanks were placed by the 
attached to the 


ubmitted a jingle on the 


contest 
coffee package shelve ‘ 
entrant 
entry blank and enclosed a Luzianne label 
from any one of their four types of cof 
ice. A winner was announced every other 
week 
8 8 Appointments of Olin B. Cloudman 
Leslie, Ir, as Gulf di 


vision manager and Gulf traffic manager, 


and George ‘I 
respectively, for the Alcoa Steamship Co 
have been announced here. Mr, Cloud 
William A. Weber a 
Weber will join 


the Aluminum Company of 


man will replace 
division Manager Mr 
America as 
assistant general trafic manager in Pitts 
burgh 

Mr. Cloudman has been Gulf 
ince 1945 and has 


trafty 
manager heen associ 
ated with Alcoa since 1934. He was man 
ayer of the firm's Mobile, Alabama, office 
from 1939 to 1945 

Mr. Leshe has been assistant Gulf 
tratle manager since March and was 
Mobile traffic manager prior to that time 
He joined the company in 1934 
8 8 The Nopal line entertained members 
of the New Orleans Green Coffee As 
sociation aboard the new motor vessel, 
Nopal Progress, last month. The Nopal 
Progress will make a 14-day run between 
New Orleans and Rio, carries 8,000 tons 
of cargo, is fully” air-conditioned with 
modern ventilation and modern loading 
equipment. The ship does 164% knots 
Biehl & Co. are Nopal’s New Orleans 
agents 
@ @ Laz Aron, owner of the Commercial 
Import Co, has returned with Mrs. Aron 
from a combined business and pleasure 
trip to Chicago. Mr. and Mrs, Aron are 
to leave after Labor Day for New York, 
where they will embark on the Liberté 
for France and other European countries 
8 8 Lew Ocmig, of the Fleetwood Cof 
fee Co, Chattanooga, Tennessee, visited 
New Orleans recently, where he attended 
the Piggly Wiggly 40th anniversary con 
vention at the Roosevelt Hotel. While 
here, Mr. Ocemig called on members of 
the coffee trade 
eel. W. Snow, sales manager of the 
American Coffee Co. and FE. P Bartlett, 
Ir, treasurer, attended the Jitney Jungle 
convention at the Jung Hotel here re 
cently 
8 8 George W. Dodge, vice president of 
the American Coffee Co., has returned 
from a vacation spent in Florida 


@ej.s. Levy, of J. Aron & Co., Inc., 
New Orleans, has returned from a week’s 
business trip 

@®eMrs. David Kattan and children 
have returned from a vacation in Hon 
duras 

8 8 The American Coffee Co. has just 
completed the installation of two Ther 
malo roasters to take care of increased 
volume 

Ww Aron & Co., 
Inc., Delamain, 
spent part of his vacation in New Or- 
daughter and 
son-in-law in Pensacola, Florida 

8 8 Pedro Balda, of Balda 
Inds Compania Mercantile, accompanied 
by his son, Pedro, Jr, have returned to 
Manta, Ecuador, after 
visiting a few days in New Orleans 
Doody, ot the Delta Line’s 
New York office, and Mrs 


aboard the Del Sud recently for a visit 


Delamain, of | 
accompanied by Mrs 


leans en route to visit hi 


\nonima 
their home in 


Doody, sailed 
to Brazil, Uruguay and Argentina on 
business and pleasure 

8 @ Louis Castaing, of Leon Israel & 
tros., Inc., has returned from a vacation 
@ @ Norman J. Raithel, with Mrs. Rai 
thel and family, visited briefly in New 
Orleans en route from a South American 
business and pleasure trip aboard the Del 
Mar, to St. Louis, where Mr. Raithel is 
in charge of the Delta Line office 
e@ew. H. Kunz, of W. H. Kunz & 
Co, with Mrs. Kunz, met their nephew 
from Los Angeles in New York. The 
three took a plane for Europe for an 
extended trip to the Continent and the 
British Isles 

8 8 George Gernon, of Ruffner, Me- 
Dowell & Burch, returned from a vacation 
trip to the Gulf Hills Dude Ranch in 
time to be surprised with the gift of a 
golf bag and set of clubs. The gift 
honored Mr. Gernon upon his retirement 
after 15 years service as secretary of the 
New Orleans U. S. Army Coffee Ad- 
visory Committee. Walter J. Flannagan, 
of the Crest Coffee Co., has been ap- 
pointed to the position 

@ @ Kussel Hatfield, of Ruffner, Me- 
Dowell & Burch, is away from the city 
on a vacation 


Chicago 
By HARRY T. LANE 


The Superior Tea and Coffee 
Co,., Chicago, has purchased a control- 
ling interest in the Dayton Spice Mills 
Co., Dayton, Ohio. Superior said the 
purchase links two of the oldest cof- 
fee companies in the Midwest 


ss S. Steinmetz has been elected 
a vice president of the Consolidated 
Foods Corp. Mr. Steinmetz is ad- 
ministrative assistant to the chairman 
of the board 

@ @ An innovation, for Chicago at 
least, was announced by the Talman 
Federal Savings & Loan Association 
this week They have installed a 
“coffee bar” for their customers It 
has proven quite popular 

8 8 The Chicago Coffee Club held its 
31st annual golf outing at Rolling 
Green Country Club. The golf com- 
mittee of Dan Lyons,, Bob Swanson 
and Ray Healy went all out in making 
the day a success. Ninety-six members 
and their guests played golf, while 
over 150 were present for dinner. 

A very nice gesture was made by 
the Moore-McCormack Lines in sup 
colorful menus 

As usual, along with 


plying very souvent 
to each diner 
prizes for the winning golfers, practi 
cally all in attendance were awarded 
a door prize Along with the golf 
committee, Donald Stewart, Mason Til- 
don and Carl Strom, are to be con 
gratulated in making the golf outing 
the outstanding success it was 

Among the out-of-towners present 
was August Schmidt, of James H. 
Forbes & Co., St. Louis 


@e kd Sieling just returned from a 
trip to California, where he combined 
business and attendance at the Kiwanis 
convention. The trip also gave him an 
opportunity to spend some time with 
his son, Ronald, of the U. S. Navy, 
who is stationed in Long Beach 


Southern California 
By VICTOR J. CAIN 


8 8 Pope & Talbot, Inc., again held 
their annual “Day at the Races” for 
the Los Angeles coffee trade The 
event was at the Del Mar track, where 
“the turf meets the surf.” 

This grand affair was hosted by 
P & T's genial personalities, George 
Bushnell, Bill Eigle and Mike Donner. 

As is their custom, P & T chartered 
a special car to take their guests, by 
rail, down to delightful Del Mar. 
This arrangement makes for a fine 
start to a day filled with many pleas- 
antries. 

Those attending included Ted and 
Earl Lingle, Roy Farmer, Jim Duff, 
Herb Knecht, Walter Dunn, Don Har- 
vey, Lorrie Moseley, Jack Arnold, 
Tom Halpin, Bill Morton, Bill Mor- 
ton, Jr., John Mack, Charlie None- 
macher and Vic Cain. 

The usual pattern emerged, of those 
who know the horses and those who 
have no luck at all. However, there 

(Continued on page 91) 


Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 
AND TEA INDUSTRIES help you. 


C. H. 


D'ANTONIO & CO. 


BROKERS 
203 Board of Trade Annex, New Orleans, La. 


Coffee 
AGENTS 


COFFEE & TEA 


INDUSTRIES and The Flavor 


Field 


: 
> 
a 


Ed Spillane, 


San Francisco 
(Continued from page 87) 


Paul Mitsch, one-time tea man, was on 
hand. He now sells lift trucks to move 
the product about the warehouses. Marion 
Saunders had a lot of support from 
Standard Brands, as he brought Arie Van 
Viet, his master mechanic; Anthon 
Apton, his essistant; and Bob Tuttle, his 
plant engineer 

Jack Sassard of MeCormick, his 
charming wife and two children all 
formerly of were initiated 
into the vicissitudes of California climate 


Jaltimore 
Sob) Manning was there with his 
family, including his wife, his 
sister and numerous children, 
and his father-in-law, Robert Taylor 


wites 


husband, 


For a further sidelight on the meeting, 
it is suggested that you read following 


verse, by Elizabeth C. Hall 


The weather bypassed all controls, 

The day dawned damp, but stalwart souls, 
Undaunted by the dismal sky, 

srought extra wraps and said, “Okay’ 
We'll have cur picnic anyway! 

The ground was soft, the leaves were wet, 
The air was fresh, we 
The welcome fire, the coffee pot, 

And other drinks that hit the spot, 

The games we played, the races run, 

The friendliness and wholesome fun 
And all the lovely prizes won 

The weanies sizzling on the grill, 

The steaks the chef prepared with skill, 
The cakes an Irish colleen made 

In flowing monogram displayed 
W-S-T-A Alas, 

This time the rhyme will have to pas 
The small fry and the oldsters too 

Were well supplied with things to do 
From horse-shoe clink to bingo game 
The merriment was just the same 

But one thing still perplexes me, 

They did not serve one cup of tea 


shan’t forget 


® @ Stanley Evans of the State Harbor 
Zoard, Port of San 
coffee receipts totaled 4,252 tons for the 
month of June, 1956, as compared with 
10,478 tons for the corresponding month 
last year. July, 1956, arrivals 


Francisco, reports 


ren hed 


SEPTEMBER, 1956 


At the Western States Tea Association picnic (from left): Robert 
Taylor, Guido Simoni, 


Paul Mitsch, Bob Manning, 


9.802 tons, against 6,783 tons for July of 
1955. For the seven month period end 
ng July, 1956, 81,124 tons of coffee were 
unloaded at San Francisco docks, as 
against 68,870 for a like period in 1955 

The now much-looked-forward-to 
annual Grace Line party for the local 
coffee fraternity will be held at the swank 
Orinda Country Club in September. As 
at the previous four annual affairs, Grace 
hospitality insures its guests enjoying all 
club facilities and services for the day, 
with their initials pinch-hitting for legal 
tender at the bar. Appetites for the full 
course dinner in the evening may be 
whetted by an 
swimming. And as usual, the genial hosts 
of the gala affair will be 1). N. Lillevand, 
Harry Harry March and 
others with the company 
A. Folger & Co 
a contract which made its Instant Folger’ 
Coffee a client of the San Franciseo divi 
Label Bank, in) which con 
sumers deposit box tops, bottle caps, un 


afternoon of golf or 


Thompson, 


recently signed 


sion of the 


winding bands, ete. until they have 
enough to carn valuable premiums listed 
in the premium label list of the bank. To 


attract consumers, the bank uses direct 
mail, television, radio, magazines, news 
papers, club appearances, ete. The man 


ufacturer places a point value on if 


product label and pays a monthly fee plus 
VY¢ for points redeemed by Label Bank 
savers 

Standard 


promoted and 


@ @ Carl Corey, manager of 
Jrands here, has been 
transferred to the job of assistant man 
ager of the green coffee division in New 
York 

® fim Mahoney, Ir, G. S. Haly Co., is 
the proud father of a baby girl presented 
to him August 13th by his wife, who 
picked the name of Malori for the vers 
young daughter 


@ es Warren Clute, of MeCormick & Co, 
who has been assistant to Ray 
Brandt at the Los Anyeles coffee depart 
ment, has returned to San Francisco, 
where all production for Schilling Coffee 
will now be centered. Ray Bradt, ill for 
sometime, 8 Tow sail to be recovering 


in a Satistactory manner 


Marion Sanders, Jim Mahoney, Sr., Eugene Lynch, John Siegfried, 
Stephen Hall, Werner Lewald, Ray Graham, Ray Mason, Jack Sassard. 


8 8 John Conley, assistant to the presi 


dent at the MeCormick & Co. head 
quarters in’ Baltimore, has been trans 
ferred to San Francisco, where he will 
assume an executive position 

8 bred Schreuder, Internatio-Rotter 
dam, Ine., San recently at 
tended a meeting in New York with Ben 
tink, manager of the Rotterdam office. 
Purpose of the meeting was to promote 
better understanding of each others’ mar 
kets and to improve market information 


Francisco, 


hetween the offices 
8 8 Visitors Brazil during July in 
cluded Bill Leach, Bob Quinlan, Andy 
Glover and Weldon kmigh 
@ bulward Clarence Ramsey, 71, vice 
president of the Geo. W. Caswell Co., 
San Francisco, died in the Marin General 
Hospital after 
\Ir. Ramsey 
the coffee roasting firm trom April, 1903, 
until the time of bis death 
\ Pacific Coast Coffee Association bul 
letin to the membership stated the passing 
of Mr 


personal loss to his many 


a brief iliness 


had been associated with 


Kamsey represents a@ grievous 
friends in the 
industry, who will remember him for his 
kindlines and high 


always amiable 


business principle 
\ native of San Franciseo, Mr. Ram 
sey is survived by his wife, Minnie Jean, 


a daughter, Mr Nancy Wilson, and two 
rrandehildren 


Southern California 


(Continued from page 90) 


is another side to this annual event: 
if you are not so lucky with the horses, 
ou have an opportunity to recoup 
your losses in a game called poker 

It was truly a wonderful day in all 
With each passing 


coffee trade expresses deeper appreciation 


respects year, the 


to the me espon ible for such a wonder 
ful event 

@ekoy Farmer president of the 
Farmer Bros. Co., accompanied by his 
wite, kimily, recently took a ten-day 


taker, Oregon, to inspect 
Due to the 


auto trip to 
their newly acquired ranch 
press of business, Roy was forced to 


cut the trip short 
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CLASSIFIED ADVERTISEMENTS 


Rates Single Column ‘2” $3.50; 1 $6.00 
2” $11.00; 3” $1900; 4” $18.00 
Situations Wanted: per word. $1 minimum. 


Learning the technique of coffee 
roasting is easy with a copy of 
The Coffee Man's Manual 


$2.50 
Write to The Spice Mill 
Book Department 


106 Water Street 
New York 5, N. Y. 


“Manufacturing 
Processes for 
Soluble Coffee”’ 
is now available in 
booklet form 
50 cents per copy 


Coffee & Tea Industries 


(formerly The Spice Mill) 
106 Water St., New York 5, N. Y. 


| 
| 


Spices: by JOS. K. JANK 


Their Botanical Origin 
Their Chemical Composition 
Their Commercial Use 
Price $3.00 
Write to The Spice Mill Book Department 
106 Water Street New York 5, N. Y, 


SOLUBLE COFFEE SPECIALIST 
Chemical Engineer 34 years old 


Desires permanent position in 
manufacturing of deve 
Now available for temporary consultation, 
Recently associated with large manufacturer. 
Address Box 16 «/o Coflee & Tea Industries 


ou 
opment 


BETTER COFFEE 


can be made in 
Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Hlinois 
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“it’s the berries” 
... Said the fugitive 
friar... 


Back in the year 1285, a friar—one Hadji 
Omer by name—was driven out of Mocha 
for some misdemeanor that history has 
never bothered to record. No matter. 
What ts important is how Hadji survived. 
Taking the berries from a tree that grew 
near his hiding place, he browned them over 
a fire and steeped them in hot water. Then 
he proceeded to enjoy the world’s first cup 
of coffee . . . so goes the legend. 


Today millions of people know there’s 
“nothing like a good cup of coffee’”’ and Otis 
McAllister is proud of the important role it 
plays in this billion dollar industry. As the 
world’s largest distributor of green coffee, 
Otis imports more than 100 types from the 


coffee producing countries of Central and 
South America. You can be sure of a 
dependable source of supply —and coffee that 
will consistently meet your specific require- 
ments—when you buy from Otis McAllister. 


Producers of DON CARLOS MEDELLINS 
OTIS ARMENIAS CARMENCITA 
MANIZALES * ROLLO BUCKS 
OTIS MEXICANS * CENTRAL AMERICANS 
VENEZUELANS © AFRICANS 
and those Team-Mates of Quality 
GENUINE CUSTOM-BUILT VINTAGE BOURBONS | 


OTIS MCALLISTER 


Established 1892 


SAN FRANCISCO 4 

310 Sansome St. MEMBER OF ~ 
NEW YORK 5 
129 Front St. 

NEW ORLEANS 12 

322 Magazine St. 

CHICAGO 10 

510 N. Dearborn St. 

HOUSTON 

1 Main St. 

LOS ANGELES 13 

837 Traction Ave. 

ST. LOUIS 2 

216 S. 7th St. 


TORONTO 2 
228 King St., East 
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